ers Say ACTION PLAN APPROVED TO WIN 


Registered at G.P.O. a8 a newspaper GOODWILL FOR ADVERTISING 


| Advertiser's 
Weekly 


ORGAN 0 F BR S$ H ADVERT 


_ AUDITED NET SALE (JANUARY — JU 


TIT-BITS now stands higher than ever before among national publica- 
tions for the family mass market. With an extremely econontie rate of 
less than 6/- per thousand net sales, TIT-B!TS is an indispensable 
advertisement medium for any national mass :iarket sales programme, 


Stuart Mander, Advertisement Director, George Newnes Ltd., Tower House, Southampton Street, London, W.C.2. Temple Bar 4363 (40 lines) 
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Ad tricks with 
typography 


Sim,—In answer to Copytaster 
Gul y 29) on. the British National 
Bibliography advertisement, old 
tricks are not always the worst, 
and anyone who has ever read 
Alice in Wonderland will agree 
that the diminishing t 
graphical tail in Chapter III is 
almost as memorable as the 
Tenniel drawings. 

Good illustrations are ten a 
penny in The Bookseller, and 
rightly or wrongly it was con- 
sidered that an unusual but a 
typographical arrangement w 
gain greater attention than yet 


THIS WEEK 
Review of poster advertising, 
page 360. 


NEXT WEEK 
Survey of advertising gifts and 
novelties. 


another illustration. The cost 
was not an important issue, but 
there Copytaster is definitely wide 
of the mark. 

What concerns me is that this 
advertisement should have been 
the occasion for criticism of “all 
book publishers” as advertisers. 
One can hardly blame Copytaster 
for not reading an advertisement 
whose design displeased him, but 
had he done so he would have 
discovered that the British 
National Bibliography is 
primarily a weekly publication 
concerned with books, and its 

ublishers are not book pub- 
Fishers in the ordinary sense. 

publishers’ es 
Rs its faults, of course, and 
am sure the Publishers’ Publicity 
Circle would be glad to give 
Copytaster an opportunity ‘o 
enlarge on them. In that event 
our alleged la ony well prove 
a blessing in disgui + 


Marks. 
British National ee og 


CORSETRY 


ii 


ToThe Editor .. 


Height first in 
block measurements 


Sm,—Before publishing British 
Standard 2489: “Sequence of 
measurements for printed matter 
(including advertisements and 
printing plates)” on which 
Howard Williams commented in 
your last issue, the BSI was 
assured that the terms of the 
Standard had the complete sup- 
port of the organisations repre- 
sented on the Committee. 

These included the Newspaper 
Society and the Periodical Pro- 
prietors’ Association. In addi- 
tion, the draft standard was sub- 
mitted to the Newspaper Proprie- 
tors’ Association and the Pub- 
lishers’ Association, and they 
made no adverse comment. We 
therefore assumed that the trade 
and technical press in neral 
was in favour of the introduction 
of this Standard. 

Although we have been assured 
by  block-makers that the 
majority of blocks are ordered in 
conformity with the Standard— 
i.e. by depth rather than width— 
there is nothing hard, fast, and 
final about this (or any other) 
British Standard. 

If we can be provided with 
evidence to support Mr. Williams’ 
criticism, this can easily be put 
before the full Committee 
their expert consideration. 

S. G. Wiiey. 
British Standards Institution. 


One for his knob 


Sm,—In the interests of Inter- 
Planetary relationships, I must 
otest against the remarks made 
Copytaster (July 29) about 
the helmet of our great She- 
Scientist, X-Tana of Venus, a 
facsimile of which appears on 
the packets and in the advertise- 
ments of your  earthmen’s 
Puffed Wheat. 

It may interest Copytaster to 
know that when I was working 
on one of our  Venusian 
cereals (KLANG ‘Shot From 
Atomisers”) we introduced 
bowler hats, deerstalkers, cloth 
caps and other bizarre earth- 
men's headgear on to our packs 
and into our advertisements. 
Did anyone think they were 
“horrific 4 Did anyone's 
“imagination boggle” — even 


when these appeared in the 
Sunday newspapers? If they did, 
the response from little Venusian 
boys was most gratifying; and the 
little girls were just as enthusias- 
tic about the exciting earth- 


women’s nama hats, cor 
and cloches which we d 
thoughtfully provided for them. 
If we, sir, do not regard your 
somewhat non-functional earth- 
men’s headgear as “horrific,” 
why should Copytaster so regard 
ours? And by the Purple Anali- 
tars of X-Tana! who is this 
Copytaster? I suggest he must 
be some crusty reactionary in the 

pay of the Unfriendly Planets. 

VENUSIAN COPYWRITER. 

(Name and address supplied). 


The wisdom found 
in text-books 


Sm, — Mr. Walters - Page 
(August 12) talks a lot of sense. 
If my letter has done nothing else 
but to produce this constructive 
reply, it will have helped to 
encourage many young diploma 
students. 

In a debate last year against 
the Regent Club—*“That Youth 
is of Greater Value Than 
Experience in Advertising”—I 
led the Publicity Club of London 
team which defeated the motion 
. . . this, on the home ground 
of the youthfully confident 
Regent Club. 

I mention this only to assure 
Mr. Jefkins that I do believe 
that experience is essential to 
success in the business of adver- 
tising but that the frequent 
changing of jobs to gain this 
experience does not, in my 
opinion, rank higher in impor- 
tance than a close application to 
the study of the accumulated 
wisdom of our text-books -and 
teachers. 

H. Joun Hewson. 
Walnut Tree Cottage, 
The Square, 
Hadlow, Kent. 


Passing exams 


Sir.—It appears evident from 
Mr. Walters-Page’s letter (August 
12) that he can have little know- 
ledge of the standard demanded 
in the Royal Society of Arts 
examination. 

I have known diploma mem- 
bers of the Advertising Associa- 
tion fail to achieve the necessary 
75 per cent for a good pass in 
the RSA examination. Bearing 
in mind the fact that at least 60 
per cent is needed to pass any 
division of the Advertising Asso- 
ciation course this does not 
reflect too creditably upon the 
level of experience of some 
members. 

Otherwise, there must be some 


a 
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very smart voucher-clippers in 
the profession! 

May I repeat what many ex- 
perienced people have said before 
—passing examinations does not 
necessarily make a good adver- 
tising man. The whole purpose 
of the Advertising Association’s 
syllabus is to educate the young 
people in practical and ethical 


advertising. 

A. F. Gues. 
8, Mitchley Grove, 
Sanderstead. 


Can Britain sell it? 


—* Britain can make it.” 
But then Britain always could 
make it—even immediately after 
the last war. 

But can Britain sell it? 

Recently I gave six sales’ repre- 
sentatives appointments to come 
along and try to sell print/ 
display/other advertising ser 
vices, 

This is a record of the day 
which I planned in my own mind 
to give over chiefly to interviews. 
10 am.—Caller cancelled by 

‘phone at the last moment. 

11 a.m.—Caller failed to appear. 

Noon—Caller failed to appear. 

3 p.m.—Caller came as arranged. 

4 p.m.—Caller came one week 
too early. 

5 p.m.—Caller cancelled by 

phone at the be moment. 

A. J. S. BuTver. 
llc Hogarth Road, S.W.5. 


Double ‘vision’ 
Sir,—To avoid misunderstand- 
ing, may I poimt out that your 
announcement last week of the 
new London office of Vision 
refers to the South American 
publication and the eight years 
old quarterly, “Vision—the popu- 
lar magazine about the eyes” 
continues to be published from 

65 Brook Street, aus 


Editor, Vision 


The Speecialited Trade Journal 


Apply for particulars to Advertisemenc Manager, Phoenix Building, Berridge Street, Leicester, or 47 Hertford Street, Mayfair, London, W.!. 


Tel.: HYD 7557/8 
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A SALESMAN 
AT BOARD LEVEL 


The facts, comment and articles 
in THE FINANCIAL TIMES carry such 
interest and authority that the 
paper is often actually studied at 
board meetings. Here is your 
advertisement striking right into 
the heart of big organisations, to 
the very table where the buying 
decisions are made. What other 


salesman has such opportunities ? 


THE FINANCIAL TIMES 


INDUSTRY - COMMERCE + PUBLIC AFFAIRS 
reaches Top Management every day 


SIDNEY HENSCHEL - ADVERTISEMENT DIRECTOR - 72 COLEMAN STREET » LONDON E.C.2. 
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IR WILLIAM WAVELL WAKEFIELD, M.P., was born at Beckenham 

in Kent, educated at Sedburgh School in Yorkshire and 
Pembroke College, Cambridge. Known to every Rugger 
enthusiast as “ Wakers,”’ he captained England, Cambridge 
University, Middlesex, Royal Air Force and Harlequins. A 
live wire in the business world to-day, he is a director of 
Broadcast Relay Services, Ltd., Park Royal Vehicles, Ltd., and 
several other compani:s. Has a house in the Lake District. 


But: 
*. 4 


- 


‘My Daily Mail ; by SIR W. W. WAKEFIELD 


1% M* ACTIVITIES COVER Parliament, business 

and sport. I consider that the Daily 
Mail covers these three subjects very well. It 
expresses a viewpoint with clarity and force, 
and in a straightforward manner. 

The Daily Mail’s leading articles are well worth 
reading, although I may not always agree with them. 
This is as it should be. Its parliamentary reports are 
informative, and its political cartoons amusing. The 
City news is valuable. It has an extremely able team 


of sports writers, whose opinions undoubtedly carry 
weight. In fact the Daily Mail is a good all-rounder, 
worthy of being on every breakfast table. 

I like the pictures in the Daily Mail. They are 
News pictures rather than a number of quite irrelevant 
photographs that have really nothing to do with what 
I’m reading. 

I hope the Daily Mail will continue to play a 
valuable part in the daily presentation of news and 
views to the public for many a long day.” 
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for ITA? | 


The Independent Television 
Authority is hoping to have 
its headquarters in Mayfair. 

No deal has yet been 
signed, but the Authority has 
decided on which premises it 
would like to secure. This 


ITA’s meeting on Tuesday. 


| 
| 
| 
| 
| 
| 
he name of the director- 
general for the new service 
will be announced shortly. 
Many prominent public 
figures are among the appli- 
cants for the job which may 
carry a £10,000 salary. 
Meanwhile the Authority is i 
advertising for a deputy 
director-general, a chief engi- i 
neer, solicitor, director of 
administration and _ finance 
and a director of programme 
| contracts. 


! 
| 
) 
| 
! 
| 
| 
| 
| 
| 
| 
| 
matter was discussed at the | 
| 
| 
| 
| 
| 
| 
| 
| 
| 
| 
| 
| 
| 


legenanen - — 


‘Junior Mirror’ 
will sell at 2d 


The Junior Mirror to be 
launched on Friday, September 
10, will sell at two-pence and 
have 12 pages. 

A. I. Morison, advertisement 
director of the Mirror group, and 
G. K. LeFevre, advertisement 
manager of the Daily Mirror, 
will be advertisement director 
and manager, respectively, for the 
new publication. G. Halsey, a 
member of the Mirror advertise- 
memt department for many years 
will be assistant advertisement 
manager. 

Proprietors of Junior Mirror 
will be Pictorial Publications, Ltd. 


The new children’s news- 


955 will see all-out effort to 
establish goodwill | peadiock in 


for advertising films for TV 


ACTION PLAN APPROVED BY AA dispute 


Deadlock continues in the 
OST of the activities of the Advertising Association dur- pute betecen the Acsciation nf 
ing 1955 will be devoted to a campaign to present the Cinematograph and Allied Tech- 


case for advertising to those who can influence public thought ‘icians and the Association of 
and attitude towards the business. This decision has been *Pecialised Cgpntne any S 
taken by the council of the Association on the recommenda- . er, secretary 


latter organisation, states that if 
tion of its publicity committee. . the technicians contlase to 
In addition: “It is true that in the past operate an overtime ban there 
@The Economist intelligence the generosity of publishers has will be a serious dislocation of 


unit will prepare a factual and enabled something to be done of production. 

statistical case for advertising. pe gee Ee ald ang - = No poagsens resulted from the 

' ents of - meetin tween repre i 

eA panel of speakers will tour tisers for space cannot be met it of ye organi : +r 

the country. Speaker's notes : - Ju ganisations at t 

: ; is impossible even to consider Ministry of Labour 

will be provided. such proposals y -_ 
© A programme is being devised “In ¢ ’ be pubiiel Overtime ban 

to mobilise all resources for Boay som, Se ee Thi 

ey 5 committee do not think that This meeting followed a ban 

publicity. Pt their first concern should be on overtime imposed by the 

The chairman of the publicity with the public acceptance of ACT over a wages dispute re- 
committee, A. Everett Jones, told advertising, for there is little lating both to ordinary specialised 
AERTS tere, _— - . no evidence that this is de- Soe and to those produced for 
committee had a goo cal oO clining. television. 
well-considered memoranda from “Nor does the committee think The ACT have expressed 
previous publicity committees, on that much of our resources their willingness to accept a 
which to base their recommenda- should, at this time, be used to salary increase offer by the 
tion. , persuade non-advertisers to use ASFP but rejected a condition 

The committee are very well advertising. that the salaries, terms, and con- 
aware that whatever may be con- “The prime task, in our ditions of the existing agreement 
—s yee! to present the view, is to present the case between the two organisations 
a r—y-¢— ae for advertising to those special should apply to technicians em- 


walladic sections throughout the countr loyed in the production of films 
limited,” he continued. who can affect the public atte or television. 
“We could not, if we wanted, tude towards us — politicians, The Ministry have been re- 


finance a full scale campaign to 
the public. @ Continued on page 343 


= to intervene by the 
SFP. 


paper will have five columns to | 


a page. Column length will be 
134 in. by 2rs in. wide. Among 
the solus positions offered are: 


Front page, quarter double | 


column, £26 13s. 4d.; centre-page, 
full double column, £90 ; page 8, 
half-page £112 10s.; and back- 
page, half double-column, £50. 
As announced last week the stan 
dard rate is £40 per column, r.o.p. 


— 


PUBLIC 


SERVICE | 


Official journal of NALGO 


THIS PUBLICATION_HAS A QUARTER OF 
A MILLION MONTHLY CIRCULATION. 
IT SPEAKS FOR ITSELF. 
ADVERTISEMENT RATE £140 AND PRO RATA, REPRESEN- 


TING 11/2d PER PAGE PER THOUSAND CIRCULATION. 
Reginald Harris Publications Ltd., 3 Stanhope Row, Mayfair, W.1. GROsvenor 3877 
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Outdoor industry dispute over posters on 


‘deemed consent’ sites outside shops 


DANGER “OF REGULATIONS TIGHTENING 
IF PRACTICE IS CONTINUED 


This Yardley cornucopia floral display contributes towards the reconstruc- 


tion of St, James's Church, Piccadilly. 


It is built om the Rectory site, noi 


on consecrated ground, Beneath the display is a bomb crater. 


BEAUTY ON A 


In order not to obscure St. 
James’s Church, Piccadilly, on 
whose rectory site it is built, the 
latest Yardley floral display piece 
dispenses completely with any 
board, hoarding or frame. 
Instead, expanded moulded 
curtains are used as a_ back- 
ground, 

Designed in the form of a 
cornucopia, this is the seventh 
of the three-dimensional floral 
displays specially designed for 
this site. 

The lighting effects have been 
achieved by a battery of black 
lights focused upon fluorescent 
colour, the major part of the 
battery being hidden within the 
floral piece itself, and also a 


Campaign for 
new evening 


Two colour advertisements, 
13 in. x four cols, black on yellow, 
for the Evening Press—scheduled 
to make its debut on September | 

~appeared in the Irish Press and 
Sunday Press \ast week end. 

The Jrish Times of Saturday 
also carried a nine inch triple 
announcing the publication, 

The poster and bus slip cam- 
paign is to be supplemented by 
screen advertising. 


AN OX A DAY 


An ox is being roasted every 
day at the Evening News Flower 
and Country Show at Olympia. 
The exhibition opened yesterday 
(Wednesday) and closes on 
Saturday. 

The roasting begins at nine 
o'clock each night and the carv- 
ing starts at 11.30 a.m. the follow- 
ing day in time for luncheon. 

ere are over 160 exhibitors 
at the show. 


BOMB CRATER 


battery of pure flood lights con- 
trolled by a dimmer switch. As 
the floodlights fade, the black 
light, which is constant, activates 
the fluorescent colour. 

The design and maintenance of 
the display is by Angus Angrave, 
who has been responsible for all 
the Yardley floral displays on 
this and some other Yardley sites 
(except that used for the Corona- 
tion period, which was designed 
by A. W. Farmer). The base 
construction and its steel scaf- 
folding is by More O’Ferrall Ltd. 
who are responsible also for some 
part of the structure maintenance. 
The outdoor publicity agents who 
are always closely concerned 
with design, co-ordination, erec- 
tion and maintenance of these 
and all other Yardley outdoor 
displays are Wide Publicity Ltd. 


A major 


dispute has arisen in the outdoor advertising 


industry over the fast developing practice of erecting posters 
on “deemed consent” sites on shops and stores, to advertise 
commodities that are on sale within. 


J. M. Beable (chairman and 
managing director, A. A. Sites 
Ltd., and a past president of both 
the British Poster Advertising 
Association and the London 
Poster Advertising Association) 
states: “The difference of opinion 
is over whether it is wise policy 
for contractors to do something 
which it is perfectly legal to do. 

“Within certain limitations of 
height and size, consent is deemed 
to have been obtained for the 
erection on a premises of a poster 
advertising something that is on 
sale within. But a number of 
people, of whom I am one, 
believe that if advantage is taken 
of this, we are likely to see an 


‘POSTERS ARE 
NOT OBSCENE’ 


The Home Secretary has told 
three Labour MPs that he cannot 
stop posters advertising nude 
theatre shows in their constitu- 
encies in South London. 

They asked Sir David Maxwell 
Fyfe to intervene after the Lord 
Chamberlain said he was power- 
less to suppress the posters. 

The Home Secretary says: “I 
appreciate that advertisements of 
this type give offence to many 

ople, but they do not appear to 
Be obscene in the sense in which 
the word is normally interpreted 
in the courts.” 


Four years old—and Ind Coope’s 
‘Little Man’ still going strong 


“a Little 


of friends. 


form.” 


Ind Coope & Allsopp Ltd., whose “Little 
Man” first appeared four years ago, have now 
embodied his adventures in a book that reca 
tures his escapades by reproducing, alternately 
in colour and in monochrome, 19 of the adver- 
tisements in which he shows how a “Double 
Diamond works wonders.” 


“Four years ago,” states the brief preface, 
an was born at Burton. We put a 
glass in his hand, a bowler on his head, and 
sent him out into the world. Since then he has 
had many amusing adventures and made a hust 
Many of those friends have asked 
us to recount some of his adventures in book 


The Little Man was created by the London 
artist, Peter Probyn. London Press Exchange, 
agents for Ind Coope & Allsopp, designed the 


book, the front cover of which is illustrated, 
pouty , pane not by the Little Man himself, but by his appur- 
brella and briefcase ‘*enances: a bowler hat, a glass of beer, an 
-Ind Coope & All- empty bottle resting on a public house bar, a 
sopp’s “Little Man.” furled umbrella, and a briefcase. 


enormous number of _ sites 
plastered with posters. 

“The danger of this—apart 
from the offence this multiplicity 
may cause—is that when an 
application is made for the erec- 
tion of a tfectly legitimate 
poster hoarding, the planning 
authorities will turn it down on 
the ground that there are suffi- 
cient sites in the area already. 

“There is another danger. 
Though the first ‘deemed con- 
sent’ posters will conform to the 
required limitations of size of 
lettering, etc., later ones may not, 
and this will involve the local 
planning authority in an impos- 
sible task of checking.” 

Another leading member of 
the outdoor advertising industry 
strongly supports this view. 

“This whole business of 
‘deemed consent’ will have to be 
reconsidered,” he said. “It is 
suicidal. All sosts of people are 
taking advantage of it, when we 
know perfectly well that if they 
had had to go to the planning 
authorities and ask for permission 
they would never have got it.” 


ISBA’s view 


The August News Sheet of the 
Incorporated Society of. British 
Advertisers states: 

“Recent evidence points to a 
serious increase in the tendency 
to take advantage of the ‘deemed 
consent’ concessions permitted 
under the regulations and the 
Outdoor Advertising Industry 
Advisory Committee has again 
emphasised the danger of exces- 
sive use involving the abuse of 
deerned consent sites,” 

“Such 


taken voluntarily by advertisers 
than that abuse of the deemed 
consent privilege should result in 
its withdrawal. 

“The ISBA supports the 
OAIAC in callin for a 
rational approach to this form of 
publicity and recommends that 
before making use of deemed 
consent sites advertisers should 
satisfy themselves that the posi- 
tioning of any new advertise- 
ments, when taken in conjunction 
with other advertisements already 
appearing on the same premises, 
will not make them unsightly.” 
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PRINTED CONTENTS BILLS F OR 


WEEKLIES, MAGAZINES 


Rationing Committee meeting to 


consider Ministry’s decision 
The Ministry of Materials has withdrawn its ban on the 
printing of contents bills by weekly newspapers, magazines 
and periodicals. The oe Rationing Committee's 


a a 2 


| ‘Madame Pompadour | 
in soap | 


S ” ik 
Fu mS N 
An unusual method of marketing 
toilet soaps has been introduced by 
Cussons for their Madame Pompa- 
dour gift pack. The crinoline gown 
is formed by gathering three cakes 
of soap in a pink Diophane cellu- 
lose film disc manufactured and 
rinted.in one colour gravure by 
Femara Paper Lid. The lady 
is herself made of soap and hand 
painted in black, white and pink. 


‘After the Ball’ 


window display 


A display based on Néel 
Coward's “After the Ball” will 
be used by Atkinsons, the per- 
fumes, cosmetic, and toilet pre- 
parations firm in their Bond 
Street shop windows next week. 

Produced with the co-operation 
of Tennents Productions, the dis- 
play will include huge photo- 
graphs of the scenes and stars of 
the play and a number of fashion 
accessories, such as a lace and 
mother-of-pearl fan, a rose toque, 
and Edwardian evening gloves 


and parasol. The slogan will be 
“After the Ball—and Before— 
Atkinsons’ perfumes cos- 
metics are delicious.” 

Miss Eleanor Macdonald is 
Atkinsons’ advertisement 
director. 


Weekly’s holiday 


ads praised 
Booking agencies at Ashton- 
under-Lyne have praised British 
Railways’ holiday advertisements 
which have appeared in the 
Ashton-under-Lyne Reporter. 
Holidaymakers, they say, know 
just what they want to know 
about prices and starting times, 
with the result that “everything 
has been easier and happier.” 


contents bills, however, 
in force. 

The Order that has now been 
partly relaxed by the Ministry is 
the Control of Paper (Contents 
Posters) Order, 1950. This pro- 
hibited the printing of a “contents 
poster,” which it defined as “a 
notice composed of paper, the 
purpose of which is .to indicate 
to the public any topical or 
current matter or single feature, 
appearing in one particular issue 
of a newspaper, magazine, 
periodical or news bulletin.” 

The Ministry now states that 
the limited relaxation decided 
upon is not expected to cause a 
severe drain on ies of 
either newsprint or Sader grades 
of paper used for the production 
of printed contents posters. 


Applications for licences 


Applications for licences to 
print contents bills may now be 
made to the Board of Trade 
(Division 1.M.5), Office of the 
Director of Newsprint, in respect 
of the following categories: local 
weekly newspapers (including 
provincial county and London 
suburban weeklies); weekly pro- 
fessional, commercial,’ industrial, 
and trade newspapers; weekly 
newspapers published by political 
parties and trade unions; weekly 
religious | newspapers; weekly 
sporting papers; and all maga- 
zines, periodicals and news 
bulletins which are published 


weekly or at less frequent 
intervals. 


rule still stands 


F. P. Bishop, M.P., chairman 
of the Newsprint Rationing Com- 
mittee, who is at present in 
Sweden, was informed of the 
Minister's statement and has 
made the following comment: 

“The decision made by the 
Minister and communicated by 
the Ministry, was not in conjunc- 
tion with, or on the recommen- 
dation of, the Rationing 
tee. There is stil a Rationing 
Committee rule which forbids 
the use of contents bills by the 
newspapers, and this rule remains 
in force unless and until with- 
drawn by the Committee. The 
Committee will meet to consider 
the matter as soon as possible.” 

Mr. Bishop is expected back 
from Sweden during next week. 

It is understood that the recom- 
mendations of the Newsprint 
Rationing Committee have no 
force in law but are adhered to 
voluntarily by the newspapers. 


Trueman goes 
into publicity 


Freddie Trueman, the York- 
shire and England fast bowler, 
is to join J. Boardman’s, house 
furnishers, with headquarters 
at Leigh, Lancashire, as a pub- 
licity representative for the 
duration of the winter. 


- 
| 
| 
| 
| 
| 
| 
| 
| 
| 
| 
| 
| 
| 
| It is expected that “True- 
| man Weeks” will be held at 
| branch shops in Lancashire 
| and Yorkshire. 


ADVERTISER'S WEEKLY 


J. William Atherton, president of 
Atherton & Currier, Inc., the New 
York 


agency, looks over English 
periodicals before leaving for the 
U _ United States. States. 


New weekly for Tyneside 


A new weekly newspaper for the growing industrial town 
of Wallsend, on the north bank of the Tyne, is to start pub- 
lication under the title of Wallsend News on October 1. 


It is being published by the 
Northern Press Ltd., proprictors 
of the evening newspapers Shields 
Gazette (South Shields), Shields 
Evening News (North Shields), 
the bi-weekly Blyth News Ash- 
ington Post and the weckly 
Northumberland Gazette. 

The offices of the new paper 
will be at 12 High Street East, 
Wallsend, and the selling price 
will be 3d. 

A publicity campaign for the 
Wallsend News is already in 
progress. 

Wallsend, a borough of 48,000 


people with many important in- 
dustrial concerns, is a centre of 


new development by both the 
National Coal Board and the 
Northern Gas Board, The new 


weekly will concentrate on local 
news and pictures. 

The Northern Press is a West- 
minster Press subsidiary, and the 
four papers the company alread 
publishes are all well established. 
The Shields Gazette was founded 
in 1849, the Shields Evening News 
in 1864, the Northumberland 
Gazette in 1854 and the Blyth 
News Ashington Post in 1874. 


BIG BLOW UP PROBLEMS FOR POSTER 


This 12 ft. 6 in. by 23 ft. Luco- 
zade poster on Waterloo Station 


was designed by G. S. Royds 1 
The photographic blow up 7 
sented special problems. Photo- 


vaphic enlargement was made by 
‘arlton Artists Lid. from a 
Roleiflex HP3 film measuring 
24 in. by + in. Overall finished 
print size (in six sections) was 
9 ft. 6 in. by 14 ft., printed on 
Carltograph paper. 

The boy in the front measures 


in. on the original negative and 
ft. in the finished size tie. 144 
uimes up). 


The enlargement was not carried 


out in one step but blown up on to 
two 10 in. by 8 in. negatives (one 
horizontal one, covering the first 
four children; one vertical one, 
covering the two boys) 

The head of the boy in front in 
the finished size is | ft. 6 in.—-which 
is 22 times bigger than the full size 
boy on the original negative. 


of 
the six paper sections used, the 
largest sheet was WO ft, deep by 
40 in, wide. 

The six sections were pasted 


together on hard board and cut out 
by the contractors, Dominant Sites 
Lid., who were also responsible for 
the erection and the electrical work 
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ADVERTISER'S ‘WEEKLY 


McecGraw-Hill’s 


new monthly 


McGraw-Hill Publishing Co 
are to publish a new monthly 
magazine Control Engineering 
(Instrumentation and Automatic 
Control systems). 

During World War II research 
in the science of feed-back 
systems brought a new dimension 
to the art of instrumentation and 
control for business and indus- 
trial processes and machinery. 
Since 1944, McGraw-Hill has 
been conducting a_ series of 
market analyses to determine 
editorial scope, circulation and 
advertising potentials for a 
magazine serving this field. 

The most recent of these 
studies, conducted early in 1953, 
indicated a strong current need 
for such a magazine among 
design-engineers and technically 
trained management men in a 
world range of industries 

The first regular issue in Sep 
tember will reach 15,000 design 
and process engineers. 


British graphic 
arts in Sydney 


Printers and allied tradesmen, 
as well as members of the general 
public are having an opportunity 
of viewing, for what is claimed to 
be the first time in Australia, a 
display comprising a cross section 
of products of British graphic 
arts craftsmen, The exhibition, 
orgamsed by B. J, Ball Ltd., the 
Australian paper merchants, is 
being held in every main city in 
Australia and will subsequently 
go to New Zealand 

During the five days and nights 
that the exhibition was open in 
Sydney, more than 2,000 visitors 
attended. 

The collection of specimens of 
British printing was undertaken 
by the London office of the com 
pany by F. J, Bentley. It com- 
prised books, reproduction of 
paintings, programmes, handbills. 
posters, magazines, calendars, 
advertising folders, labels, post- 
cards and documentary films. 


ABC members 


New members of 
Bureau of Circulation include : 

‘ ge Py Encyclopaedia _Bri- 
annica td., CC, Shippam 
Timothy Whites &  Tavlors ta” 
Walters’ “Palm” Toflee Lid” 
Wilkinson Sword Company Ltd. 
Yeast-Pac Company Lid. illiam 
Younger & Co., Lid, 

Advertising agents—Auld & Til- 
bury Lid., Barry Cooke Advertising 
Lid., Spiers Service Ltd, 

Publications—Associated Kent 
Newspapers Group, Coventry Stan- 
dard & Warwickshire County News- 
paper, Fish Selling, Fishing News, 
Good Motoring, Impartial Reporter 
and Farmers Journal, Investors’ 
Chronicle, Longford Leader, Lurgan 
Mail, The Manager, Merchant Navy 
Journal, Midweek Reveille, Porta- 
down Times, Shooting Times & 
Country Magazine, Surveyor and 
Municipal and County Engineer, 
Wedding Book, Weekly Post News- 
papers. 


the Audit 


Pictorial Display Lid. have over 
100,000 orders in hand for their 
3-D pendulum animated display 
pieces. 

Originally introduced at the 
British Industries Fair in May, the 
company has been inundated with 
enquiries ever since for these displa 
pieces which work from a small 
torch battery. 


Companies at present using the 
signs include Stork, Joyce shoes, 
Charles of the Ritz and Keystone. 

Pictorial Display recently adapted 
the system for use on large scale 
models in shop windows. The one 
above was used at Swan & Edgars 
in Piccadilly. The girl's eyes swing 

from left to right. 


Where ‘Ad Weekly’ classifieds 
heat America’s best 


A remarkable tribute to the 
classified advertisements in 
ADVERTISER'S WEEKLY has 
appeared in Media Agencies 
Clients, a weekly trade paper 
“for the advertising industry of 
the West,” published at Beverly 
Hills, California. 

The lead story in a 
issue was devoted to 
‘Weekly's’ classifieds. 

It started : 

“Por sheer romance, adven- 
ture and challenge, help wanted 
ads in such American trade 
papers as Advertising Age, Media 
Agencies Clients and Printers’ 
Ink, don’t begin to compare with 
the notices carried regularly in 
ADVERTISER'S WEEKLY the 
organ of British advertising. 

“Imagine that you are the 
owner or employment director 
of an advertising agency in 
Singapore or Bombay. One of 
your copywriters runs off into the 
neighbouring jungle with some 
fantastically beautiful native girl. 
Or your very best account execu- 
tive develops an inclination to 
consume unreasonable quantities 
of Mr. Schweppes’ tonic. . 
along with a little juniper juice. 

“Obviously, you would be 
faced with the realisation that an 
adequate replacement was not 
merely across the street, but that 

ou must tempt him to leave his 
homme and business surroundings 
7,000 miles away in the vicinity 
of London. 

“Appearing almost every week 
in ADVERTISER'S WEEKLY are 
such bon mots of the classified 
variety as one which was head- 
lined 


recent 
the 


SHILLPI LTD. 
ADVERTISING CONSULTANTS OF 
BOMBAY 


invite applications for the post of 
Operating Director. A starting 
salary of 3,250 Rupees per 

Overseas leave at the rate of 44 
days per year (including travel- 


ling) and leave (non-cumulative) 
at 11 days per year will be 
granted. 

“An organisation named “The 
African Amalgamated Advertis- 
ing Contractors of Europe, Ltd.’ 
based its recent appeal for an 
employee on the remoteness of 
the post. 


SOUTH AFRICA’S LARGEST 
AGENCY IS LOOKING FOR 
TALENTED MEN 
If you are a young man with 
real talent and a desire to see 

other parts of the world... 

Do Not Send Specimens At 
This Stage. 

“Since most of the offers 
include transportation, it is 
usually necessary for the agency 
to setain the employee some 
number of years to offset the 
passage fare. 

“Those agencies which have 
had the rather bad luck to be 
located in, shall we say, primitive 
surroundings, quite naturally are 
not anxious to undergo such an 
expense and then have the appli- 
cant change his mind upon see- 
ing what it is he has leapt into.” 

Media Agencies Clients repro- 
duced other advertisements which 
have appeared in ADVERTISER'S 
Weerty offering jobs in New 
Zealand, South Africa, Austialia, 
Malaya and Singapore. Their 
story was headlined: Want to 
work in Singapore? Read the 
London trade ads. ADVERTISER'S 
WEEKLY carries bizarre listings 
for many ports. 


SEVEN MORE FOR ISBA 


Bury Boot and Shoe Co, (1953), 
Ltd., Alexander Kennedy and Sons 
Lid., Borough of Margate, Melvin 
Motors Ltd., Mitchells and Butlers 
Lid., The Potteries Ventilating and 
Heating Co. and Vickers-Arm- 
strongs Ltd. are new members of the 
Incorporated Society of British 
Advertisers 


AuGust 19, 1954 


YNA conference 


Organisation a 
key theme 


The organisational side of 
newspaper production will again 
occupy an important part of the 
discussions at the sixth annual 
conference of the Young News- 
papermen’s Association, to be 
held at the Prince of Wales 
Hotel, Southport, September 
24-26. 

Speakers will include: Colin 
Cooke, formerly of the Man- 
chester Guardian, on “Idea of 
Management”; Charles Hallas, 
media director, Unilever Ltd., 
on an advertising subject to be 
announced later; W. G. Ridd, 
deputy director and labour 
adviser, Newspaper Society, 
“Manpower a Wages”; and 
Col. W. C. Clissit, chairman, 
North-West Region, Newspaper 
Society, “News Presentation.” 
These four speakers will also 
constitute an “Any Questions” 
panel. 

The social programmes in- 
clude: hospitality from the 
Southport Publicity and Attrac- 
tions Committee, the golf com- 
petition for the Sir Eric Bowater 
Cup at Hesketh Golf Club, and 
a dinner given by the Lancashire, 
Cheshire and Derbyshire Federa- 
tion of Weekly Newspapers and 
Daily Newspapers in membership 
of the Newspaper Society in the 
North-West. 


Agency expands 
radio work 


O’Kennedy-Brindley Ltd., are 
expanding their radio activities, 
and have appointed Peter Raw!l- 
ings, who until recently was with 
the North-West German radio 
network, to their radio depart- 
ment. 

The agency now handles 24 
hours a week on Radio Eireann 
and two series for Radio Luxem- 
bourg are also in the planning 
stage. 

Mr. Rawlings left the Royal 
Military Academy, Sandhurst, in 
1949 and in 1951 joined the 
British Forces Network in Ham- 
burg as a continuity announcer 
and assistant programme com- 
piler. He also broadcast over the 
North-West German network, 
with whick he worked perman- 
ently after demobilisation. 


ON THE MOVE 


Crane Publicity Ltd., who claim 
to have doubled their turnover 
during the past three years, are 
moving to larger premises as from 
September 6. cir new address 
will be Adam House, 1 Fitzroy 
Square, London. 

Also on the move are Redmands 
(Kent) Ltd., advertising agents and 
contractors. They are ss new 
offices at 38 North Street, Ashford, 
in conjunction with their associate 
company, Birlings (Kent) Ltd., exhi- 
bition organisers and contractors. 
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@ Continued from page 339 


‘Economist’ service’ will help to prove 


the case for advertising 
PROGRAMME TO MOBILISE RESOURCES 


teachers, editors, local authori- 
ties and so on. 

“We must also be ready when- 
ever an unfair attack is made 
upon us to have the right 
ammunition for our defence.” 

The publicity committee agrees 
that much of the activity which 
the Advertising Association could 
inspire must come from the 
initiative and enterprise of its 
members, and its associated 
bodies. 

“To this end the committee are 
devising a programme to mobi- 
lise all our resources, and to 
suggest that most of the activities 
of the Advertising Association 
during 1955 should be devoted to 
the campaign. It is at work 
drawing up a panel of speakers 
to cover the country. 

“It is hoped that with the par- 
ticular assistance of the clubs, 
our case can be presented to a 
series of specialist audiences: 
political, religious, professional, 
teachers, accountants, etc. 

“To make sure that every op- 
portunity is well used, we are 
examining the whole field of 
mobile exhibitions, visual aids 
and other devices. 


Research plan 


“There will be a need, of 
course, for printed matter not 
only for the purpose of briefing 
speakers, but for general distri- 
bution in those quarters to 
which we are going to direct our 
particular attention. A _ special 
sub-committee is now hard at 
work drawing up a complete 
programme.” 

The publicity committee had 
found that everyone who has 
ever given serious thought to 
this matter of public relations, 
had regretted the lack of any 
authoritative body of facts not 
only to explain why advertising 
has become an essential part of 
our national and industrial life, 
but also what were the tangible 
advantages to the public which 
accrue from it. 

“The reason why we have not 
had such information,” he 
added, “is very largely due to 
the fact that neither the associa- 
tion nor anybody else has been 
in a position either to finance or 
to sustain the considerable effort 
of enquiry and research skill 
needed to assemble and evaluate 
the facts.” 

The* publicity committee felt, 
therefore, that it had an urgent 
need to organise a sort of private 
Royal Commission for them- 
selves, and had approached The 
Economist newspaper's  intelli- 
gence unit to undertake this on 
their behalf. They were hoping 
that The Fconomist may be able 


to give them a rs eliminary r 

by the end of the year which 
would be of very considerable 
assistance to their work. 


“It would have considerable 
merit if our case could appear 
to the public with the stamp of 
an independent objective body 
with a very high standing in the 
world of both the user and critic 
of advertising,” said Mr. Everett 
Jones. “As Lord Woolton 
pointed out at the recent Con- 
ference, we have a duty now to 
justify advertising in our national 
economy, and this is an excellent 
way of doing it.” 


Vigorous autumn 
for Johnson’s 


To inaugurate their autumn 
sales campaign, S. C. Johnson & 
Son Ltd., makers of Johnson's 
wax products, are calling their 
salesmen together for a two-day 
conference at the Palace Hotel, 
Buxton, on September 26 and 27. 

W. I. Sibbald, the general sales 
manager, has announced that the 
conference will mark the close 
of the most successful year's 
business in the history of John- 
son's in Britain. “This autumn,” 
he said, “we are launching a 
vigorous campaign which we 


More incentives for ‘Two Freds’ 


THEY EVEN WIN MONEY 
BY DROPPING CATCHES 


Judging by the first response 
for tickets, there will be a 
record crowd at Hurlingham on 
September 8 for the “Two Freds” 
cricket match in aid of NABS. 

Those who . have not yet 
booked their tickets should get 
in touch as soon as possible with 
A. H. Mclsaac, of Argus Press 
Ltd. (Central 3514) or E. H. 
Roberts, of London Press Ex- 
change Ltd. (Temple Bar 2424). 

An added attraction at this 
year’s match will be a running 
commentary on the public 
address system. Among the 
commentators will be the two 
captains, Pat Auld and “Doc” 
Gibbons, who will describe the 
fortunes -- and misfortunes — of 
their teams during the progress 
of the day's play. 

Among the incentives that have 
been offered to H. Dawson- 
Salmon, of Argus Press Ltd., to 
raise money for NABS, is one of 
a guinea for every catch. 

But G. H. Wilkinson, of Stan- 
more, wishes to spare the blushes 
of any fielder who lets a guineas- 
worth of catch slip through his 


Hamburg ad 


conference 


German, French, Swiss, Danish, 
and Norwegian advertising men 
will be among the main speakers 
at the “Youth in Advertising” 
Congress to be held in Hamburg 
from August 30 to September 4, 

The subjects they will deal 
with will include: Humour in 
advertising, public relations, ad- 
vertising with or without an 
agency, consumers’ habits, 
packaging, and international co- 
operation. The Congress will 
include visits to agencies and 
publishing houses. 


campaign planned 


wax products 


anticipate will lead to even 
greater sales during the next 12 
months.” 

Members of the _ recently 
formed maintenance division, 
which covers large sections of 
industry, will attend, as well as 
officials of the export and over- 
seas departments at West Dray- 
ton. Representatives will come 
from the international division at 
Johnson's headquarters in Racine, 
Wisconsin, USA, and from South 
Africa, Kenya, Portugal and 
Germany. 


fingers, and has offered half a 
guinea for every dropped catch. 
“Maybe this isn’t really an 

incentive,” says Mr. Wilkinson, 
“Just call it an excuse.’ 

The offer—very wisely perhaps 
—has been limited to 20. 

Latest subscribers to the pro- 
ramme are: Astral Arts Group 
td.. Leon Goodman Displays 
Ltd., James A. Hedgson Ltd., 
Kettners Restaurant, Napper, 
Stinton, Woolley Ltd., and Digby 
Wills Ltd 

Gifts are still arriving for 
Harold Fish’s auction. Latest 
list of donors: Spratt’s Patents 
Ltd. (G. A. Bond), Percy Jones 
(Twinlock Ltd.) (John Tatham), 
Spicers Ltd. Lentheric Ltd, 
Saville Perfumery Lid., Thresher 
& Co., Ltd. (Bernard J. Lee), 
Aristoc Ltd., Dorothy Gray Ltd. 
(via Masius & Fergusson Ltd.), 
H. S. Whiteside & Co., Ltd, 
Sheinez Products Ltd (B. 
McGlynn), Lyle & Scott Ltd. 
(Cc. Downing). 


a 
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Ediswan Bijou adaptors are bei ned 
supplied in this new carton desig 
for counter or window display. 
is printed in Ediswan standard ah 
colours of red, blue and black. The 
top of the carton carries an illustra- 
tion of the adaptor and is cut so as 
to fold back for display. 


Campaign for 
better roads 


Efforts are being made in the 
motor trade to organise a cam- 
paign to urge the Government to 
spend more money on road 
ne 

‘he Motor Agents’ Associa- 
tion, which covers the garages, 
has circularised its members in 
an appeal for funds. 

Other organisations are taking 
similar action. Mainly a public 
relauons campaign is envisaged, 
although there is a possibility 
that limited advertising will also 
be employed. 

A leading article in a recent 
issue of Municipal Engineering 
stressed the need for an exten- 
sive public relations campaign to 
arouse public opinion to demand 
the Government should start an 
improved road system without 
delay. 

The Society of Motor Manu- 
facturers and Traders state: 
“Discussions are taking place 
with a view to launching such a 
campaign but no definite plans 
have Seen made yet.” 


Holding control 
of ‘The Times’ 


Proposals have been sent to 
shareholders for the reorganisa- 
tion of the capital structure of 
The Times Publishing Company 
in order to guard against the 
control of The Times passi 
out of the families of Col. J. 
Astor and John Walter on the 
death of either of them. 

The re-organisation in no way 
disturbs the existing editorial 
control of The Times by Col. 
Astor and Mr. Walter. 
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Saxon Mills to 


leave Crawford 


G. H. Saxon Mills, director and 
copy director of W. §S. Crawford 
Lid., has resigned from the board. 
He intends to devote his future 
mainly to writing of a literary 
nature. 

(See Beata y Possoust, pose 370.) 


A. H. Sykes-W 
advertisement staff of A. W. Bur- 
mett as a representative of the 
Amalgamated Press Lid. He will 
be associated with the publications 
under the management of J. Y. H. 
Bowden. 

* - 7 

William Boon, space buyer at 
Reid-Walker Advertising Ltd. for the 
past five years, has joined Pictorial 
Publicity Co., Ltd., in a similar 
capacity. 


Midland retirement 


Arthur Hallam, who has been 
Midlands manager of The Bicycle 
for the past 12 years, retires at the 
end of this month. 

At the Midland Hotel, Birming- 
ham, a large number of directors 
of leading cycle manufacturers and 
several well-known Midlands adver- 
jising agents attended a farewell 
lunch. 


A. H. Melsaac, director of The 
Bicyele, and group advertisement 
director of Argus Press, presented 
Mr. Hallam with a Westminster 
chiming grandmother clock with the 

wishes of his colleagues and 
irectors of The Bicycle. 

F. P. Norris, who was for many 
years in the London office of Argus 
Press, is named as successor to Mr. 
Hallam in the Midlands, and Jim 
Wallace, a leading figure in the 
Southern Counties Cycling Union, 
is advertisement manager of The 
Bicycle at head office 


has joined the 


A. H. Melsaac (righ) ay = the 


presentation to 


Miss Hazel Kitson has joined the 
creative department of G. Street & 
Co. as copywriter. A former adver- 
tisement manager for 208 Magazine 
and of Go, she has worked 
recently as a congue and promo- 
tion writer National Trade 
Press. Miss Kitson is the wife of 
Terence B. H. Otway, advertisement 
manager, European edition of 
Newsweek. 

+ * * 


Joe Dillon, public relations de- 
partment, Aer Lingus (Irish Air 
Lines), is author of a current 
radio drama serial from Radio 
Eireann“ The Lost Planet,” a 
space ship story. Mr. Dillon served 
on aircrew duties with the RAF 
during the war. 


. * * 


Miss Ann Roush, an American 
with much experience in store 
advertising copy, fashion co-ordi- 
nation, and retail sales education, 
has been appointed senior fashion 
copywriter to The Robert Freeman 
Co., ~~ 


* 


Gorge Tidy who has been 
with Illustrated Newspapers since 


1902 and has been advertisement 
production manager for over 10 
years, retires at the end of this 
month. He is 68. He will be suc- 
ceeded by Roland Wood, at present 
assistant advertisement production 
manager. 
* * 


Mrs. K. Carlton-Belt, who has 
many years’ experience of cosmetic 
and fashion advertising and pub- 
licity, has joined Crane Publicity 
Ltd. in a merchandising and copy- 
writing capacity. 


Direct Mail officers 


British Direct Mail Advertising 
Association Council for 1954-55 con- 
sists of; Chairman, F. T. Day 
(Samuel Jones & Co., Ltd.); vice- 
chairmen, W. A. 8S. Camp (Dudley 
Turner & Vincent Ltd.) and Leslie 
Hardern (North Thames Gas 
Board); council members, Hugh 
Bourne (Chadwick-Latz Ltd.), N. A. 
Cameron (Block & Anderson Ltd.), 
J. W. W. Cassels (a direct mail 
advertisin: consultancy), R. J. 
Cowen ellington Press Postal 
Advertising Services Ltd.), Miss 
Audrey Deans (Pritchard, Wood & 
Partners Ltd.), Robb Holland (Sim- 
monds Postal Publicity Ltd.), Miss 
Kay M. urphy (Linguaphone 
Institute Lid), A. W. Murrell 
(Remington and Lid), David 
Patrick (Sir Isaac Pitman & Sons, 
Ltd.), E. J. Thompson (Time-Life 
International Lid.), D. A. Tibben- 
ham (Tibbenham Publicity Ltd.), 
Mrs. Beatrice Warde (Monotype 
Corporation Lid.), and R. E. Wil- 

Agnew & Co. 


G. H. Saxon Mills. 


James Holland goes 
to Erwin Wasey 


James Holland has joined Erwin 
Wascey Lid. as head of one of the 
agency's art groups. Joint chief 
designer for the Festival of Britain 
Office, and co-ordinating designer 
for the Upstream Section of the 
South Bank Exhibitions, Mr. 
Holland was awarded the OBE in 
1952. From 1941 he worked for 
the Ministry of Information in the 
display and exhibitions section, and 
after the war was appointed the 
Central Office of Information's 
chief designer. Recently he has 
been with Foote, Cone & Beldin 
Lid. and with Colman, Prentis 
Varley Lid. 

* 


. * 


A. J, Richmond, lately advertise- 
ment manager of Time and Tide, 
has joined es Press Ltd. as 
advertisement aa for 
their soup of = nical journals. 

o 


G. F. “y Rite l 
Women's Wear News since the war, 
has now joined the staff of Kemp's 
Directory as advertisement manager. 
He was advertisement manager of 
the Catholic Herald up to the out- 
break of war prior to which he was 
on the staff of the Spectator. 


* * * 


Ray Cattell, who, as reported last 
week, has been ~~ art direc- 
tor of Pemberton eeman, Bennett 
& Milne in Canada, came to 
London from the Midlands in 1947 
and was employed by Willings 
Press Service. In 1949 he became 
art director to The Robert Freeman 
Co., Lid. on a number of its 
national accounts. In November 
last year he joined McCann-Erick- 
son Advertising, Ltd. 

* * . 


John C. D. Dodds, who was press 
officer for this year’s British Indus- 
tries Fair, has left the Board of 
Trade on the transfer of the BIF 
to the administration of a 7k 
corporatiog, and has joined F 
Radford Ltd. of Cursitor Street, 
London, E.C.4, as senior executive 
of their public relations unit. After 
leaving the Conservative Central 
Office, for whom he was Northern 
area publicity officer for five years, 
Mr. Dodds joined the Ministry of 
Works as press officer for special 
Coronation duties and left there for 
the Board of Trade a year ago. 


Vernon Holding (right), general 
manager, Hulton Press, makes a 
presentation to Sack 


The circulation manager, Robert 
Boyd, and the circulation depart- 
ment of Hulton Press held a lun- 
cheon at the Connaught Rooms to 
mark the occasion of the retirement 
of Jack Gibbons, one of their 
senior long-service representatives. 
Generous tribute was paid to Mr. 
Gibbons’ long and loyal service to 
Hulton Press by the general man- 
ager, Vernon who pre- 
sented him with a silver and gold 
cigarette case on behalf of his 
fellow circulation representatives 
and other department colleagues. 


@ More ‘News About People’ on 
page 373 


OBITUARY. 
D. S. Cargill 


The death has occurred of Donald 
Stuart Cargill, who was appointed 
London sales manager of Claude- 
General Neon Lights Ltd. last year. 
He was 53. 

He became associated with 
Claude-General Neon Lights Lid. in 
1930 and was responsible for their 
sales in the North Eastern area. He 
moved to London in 1937 as pro- 
vincial sales manager. 


S. C. Majumdar 


Managing director of Anada 
Bazar Patrika, claimed to have the 
largest circulation of any Indian 
language newspaper in India, Sures 
Chandra Majumdar died last week 
aged 66. 

He was also managing director of 
the — 

Hindus Standard 

weekly newspaper Desh. 

a former president of the Indian 
and Eastern [annem Society. 
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-+- and one person in three 


reads the Sunday Pictorialjevery week 


Every week one family out of every three in 

Great Britain reads the Sunday Pictorial. For, with 
an average net sale of 5,446,255, the Sunday Pictorial 
goes into millions of homes all over the country. 

It is read by every adult member of the family on 
the best advertising day of the week—the day they 


have time to read advertisements at leisure, and SUNDAY 


sales messages sink in. Space in the Sunday Pictorial 
is exceedingly economical too. Compared with 1939 
its square inch per thousand rate has increased much 
less than that of any other Sunday newspaper. 


PICTORIAL 
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Federation 


ELECTRONIC ENGRAVING 


fix rates 


for ‘scan plates’ 


Following the introduction of 


electronic engraving machines 
in this country, the members of the Federation of Master 
Process Engravers announce an agreed scale of interim 
charges, to come into force on Monday, August 30, for all 


i made in this way. 


These plates will be known by 


ederated houses as “scan plates,” a term which will cover 
any plate made on an clecirenle CRS Gee 


Motor Shows 
will be bigger 


Present bookings indicate that 
the number of stands at this 
ear's Commercial Motor and 

otor Shows at Earls Court, 
London, will exceed those taken 
at the latest exhibitions in the 
two series. 

For the Commercial Motor 
Show—known officially as the 
17th International Commercial 
Motor Transport Exhibition— 
the total number of exhibitors 
will be nearly 440, roughly 20 
more than in 1952. For the 
3%h International Motor Ex- 
hibition, the number of exhibi- 
tors is expected to be about 540, 
again greater than last year. 

The Society of Motor Manu- 
facturers and Traders is again 
trying to make the appeal of the 
shows as universal as possible. 
Early this year nearly 25,000 
personal invitations to both 
shows were sent abroad. This 
figure does not include the 
general invitations made to over- 
seas visitors through British 
diplomatic and consular offices, 
air and travel agencies, and 
motor clubs and associations. 

Dates for the Commercial 
Motor Show are September 24 
to October 2. There will be six 
sections, dealing with commer- 
cial vehicles, bodybuilders and 
trailers, accessories and com- 
ponents, transport service equip- 
ment, tyres, and press and in- 
formation services, 

The Motor Show, from Octo- 
ber 20 to 30, will be in eight 
sections. These are cars, coach- 
work, accessories and com- 
ponents, tyres, motor boats and 
marine engines, transport service 
equipment, caravans and light 
trailers, and press and informa- 
tion services. 


A. N. Hunter, president of the 
Federation, states that members 
welcomed the new process, al- 
though until more machines were 
in use it must remain a compara- 
tively unknown factor. 


“Looking ahead, however,” he 
added, “we recognise that this 
development can play a part in 
the future of process engraving 
here as it is now doing in other 
countries. How large or small 
that part may be we have no 
means of knowing. 


“It is the buyer, after all, who 
establishes a trend, and in order 
that he may have an opportunity 
of ordering electronic plates, 
where he considers them to be 
suitable, the Federation have de- 
cided to introduce an agreed 
interim scale of charges for plates 
made in this way.” 


The interim list of minimum 


prices for black and white 
squared-up half-tones is: 
Minimum | Per . 
Screen for 2 


s, d. e ¢ 
65 11 5 9 
85 13 0 10 
100 13 8 i 
120 5 4 1 0 


Electronic machines produce 
only black and white squared-up 
halftones of the same size as the 
original up to a maximum size 
of 10 in. by 8 in.—they cannot 
enlarge or reduce. 


“This scale of charges,” Mr. 
Hunter added, “is based on the 
employment of trade union 
labour and on practical experi- 
mental costings undertaken by the 
Federation. These charges may, 
however, have to be revised in the 
a t of experience after'the lapse 

a suitable trial period.” 


British shop ¥ windows ve will g go French 


wn Re capettins A 
sponsoring during 
b B trade Doraigtt 0 a 
window display competition for 
the best French window in either 
rtmenta!l stores or others. 
his is being organised in col- 
laboration with the British 
monthly Stores & Shops. 
Many prizes will be offered and 
the two first prizes, one for the 


rtmental stores and one for 

stores, will be five days at 

the Grand Hotel in Paris for two 

—~ and five days at the 

Carlton Hotel in Cannes also fot 
two people. 

Stores from all over England 
will be allowed to participate in 
Sa on 

rench Fortnight 1 be held 
from October 1-15. 


At the opening of the “Dagenham Post's’ new offices, |. to r.: R. 


Chisholm, 
Hutchins, Mrs. R. E. Browning, 


the Mayor of Dagenham (Cr: A. S. Haddock), R. S. 


C. J. Browning, the Mayoress, 


A. J. Browning, H. N. Hughes, and M. Barber. 


New offices for ‘Dagenham Post’ 


Defying superstition the 
Dagenham Post opened its new 
emises at 22 Whalebone Lane 
South, Dagenham, on Friday the 
13th. And the 13th mayor of the 
borough (Cr. A. S. Haddock) 
performed the opening ceremony. 
For many years, owing to lack 
accommodation in the 

AB the offices had been 
contained on the first floor above 
shop premises in Heathway. The 
new premises are in the centre of 
the berough. There is ample 
window space for display pur- 
poses, and the editorial and 
Atenas departments have 


Catalogues are 
criticised 


British trade catalogues are still 
often old-fashioned and paro- 
chial, clumsily put together, ill- 
printed, commonplace in thought 
and expression, employing hack- 
neyed phrases and ancient blocks 
carried forward from generation 
to generation—the bird's-eye fac- 
tory view, for instance, or vener- 
able Edwardian craftsmen at their 
benches. 

This criticism of catalogues 
appears in an article by Paul 
Reilly in the current issue of 
Design. 

He writes: “The trouble 1s 
that catalogue design and pro- 
duction are too often treated as 
amateur occupations, something 
to fill in the spare time of a busy 
sales manager or to satisfy the 
personal creative urges of a board 
of directors, or simply something 
to be turned over to a local 
jobbing printer who picks —— 
ever founts and feone 

ily to hand and as —S y old 
blocks as can be used again. 

“Improvement will be slow 
until firms accept the point that 
a catalogue is an inesca able fea- 
ture of their ‘public face’ and, 
together with their letter-headings, 
a most important piece of com- 
pany handwriting. Only then 
will professional advice be sought 
from a trained typographer, or a 
competent advertising agent, or 
a printer whois equipped to 
offer his clients a proper design 
service.” 


been planned to provide every 
convenience for customers and 
staff. 

Among those present at the 
opening ceremony were: Mrs. 
R. E. Browning (managing direc- 
tor of Ilford and East London 
Publications . ), C. J. Brown- 
ing and A. J. Browning (direc- 
tors), H. N. Hughes Sootiteet 
executive, Newspaper Society), 
R. S. Hutchins Sponty-29 inted 
editor), H. E. Howton (former 
editor, and present editor of the 
Ilford Guardian, a sister pepet) 
R. V. Chisholm and M. 
Barber (joint advertisement A 
agers). Owing to the growth of 
the group, Mr. Barber will hence- 
forth devote nearly all his time 
to the Dagenham Post, Mr. 
Chisholm will be im charge of the 
Ilford office, and a new repre- 
sentative, F. Le Grand, has been 
appointed for the East London 
Advertiser. 


TV billings soar 
in America 


Newspaper advertising in 52 
cities in the United States in the 
first five months of 1954 was 2.8 
per cent lower than in the same 
months of 1953. U.S. magazine 
linage in the first five months of 
1954 showed a decrease of 3.1 
per cent from 1993. 

In the first five months radio 
network billings were 8.3 per 
cent below 1953, TV network 
42.9 per cent over 1953, and the 
combined radio and TV figures 
20.3 per cent over 1953. 


Black mark 


Chadderton Divisional Educa- 
tion Committee are protesting to 
Lancashire County Council be- 
cause tenders for fuel contracts 
for local schools have not been 
advertised in the local press. 

The advertisements had been 
placed in the Manchester 
Guardian and a coal merchants’ 
paper and it contended that some 
merchants, who had been supply- 
ing the schools for years, had lost 
the opportunity to renew  con- 
tracts because they had not seen 
these i ts. 
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COMMENT® 


EDUCATING THE 
CRITICS 


The eagerly-awalted plan of the 
Advertising Association for 4 
blic relations campaign on 

if of the industry is made 
known this week. Though 
in broad outline at this 

stage, it will give much satisfac- 
tion to those who have called 


, 
Speaker's notes 
Given wise direction, and skilful 
and interpretation, 
this policy should pay good 
dividends over the years ahead. 
“Hitting the critics on the head” 
may be more to the liking of 
many who now smart under the 
malicious barbs which the 
enemies of advertising sling so 


persuaded that the policy now 
announced will bring the most 
enduring rewards. 

It is also clear from the deter- 


advertising whenever it is the 
target of unscrupulous attack. 


Caution advised 


While the Advertising Association 
plans to cultivate goodwill, the 
is apprehen- 


The present tendency to snap up 
sites of “deemed consent” for 


neglect it would be to invite 
reprisals from the planners. To 
observe it would redound to the 
credit of advertising—and to 
the ultimate advantage of all 
engaged in it. 


Sell to 8,000,000 families through the 


348 


Talking Points 


Hardest knocks can be given with 


the 


Abour to pass into the 

limbo of the forgotten 
is this press advertisement for 
Firestone tyres: 


Several outdoor advertising and 
bill-posting interests will see it 
go with few regrets. 

They have been protesting that 
it provides ammunition for 
people wanting to attack outdoor 
advertising and puts over the 
idea that posters block the 
prettiest views. 

Service Advertising Ltd., who 
handle the account, say no knock 
was intended. The advertise- 
ment was one of a series planned 
to reinforce Firestone’s poster 
campaign. The agents admit 
using “a great deal of artistic 
licence to give the poster a plea- 
sant background.” 

All who have screamed loudly 
about knocking copy whenever 
a sly nudge has been discernible, 
will stand mute before the Fire- 
stone classic. 

And all this goes to show that 
the least intentional knocks may 
be the hardest. 


SHOWMANSHIP FLAIR 


HO was it said the flair 

for showmanship was 
waning? During the autumn, 19 
British girls will sign a contract 
to keep their hair blonde for 
twelve months. 

They will be heat winners in 
the “Mazda Queen 
competition, chosen 
over Britain to take part in a final 
in London shortly before Christ- 
mas, when the winner will be 
enthroned as the national “Queen 
of Light.” 


least intent 


viewer in the “Daily Telegraph.” 
What's that? 


A writer in “The Observer” has 
commented recently on “the tiger- 


AMOUS for their matches— 

and the jokes printed on the 
back of the boxes—-the West- 
country firm of S. J. Moreland & 
Sons, Ltd., has had a little joke 
of its own. 

Instead of a joke, recently the 
boxes have carried, on occasion, 
announcements of Westcountry 
regattas. 

“Ah!” said the shrewd buyer, 
“a new medium?” 

“No,” says director Henry 
Moreland. “Just a voluntary 
gesture. We like regattas.” 


TAX PROBLEM 


N interesting point is raised 

by a correspondent to the 
Financial Times who had adver- 
tised his services as a business 
executive, obtained a position as 
a result, and then been informed 
by the Inspector of Taxes that 
the expenditure incurred was not 


allowable as a charge against 
income. 

“It would be interesting,” he 
writes, “to know how such a 
ruling can be justified in equity, 
or why an individual whose 
income is derived from an 
employment should receive less 
favourable treatment in this 
respect than trading entities or 
persons engaged in professional 
or freelance practice.” 


NOTHER claimant in the 

Advertising Association's 

quest to discover the oldest 
agencies : 

Reynell and Son, Létd., of 
Chancery Lane, London, estab- 
lished in 1812. 

This business has been handed 
down from father to son for five 
generations. 


©’ THE LURE OF THE 
KERRY FISHIN’ 


M ANDRE A. HENON, 
« secretary of the Fly 
Fishermen's Club of France, 
recently spent a holiday in 
Kerry. So impressed was he 
with the fishing facilities he is 
now taking space in a French 
angling magazine at his own 
expense to advertise the district. 
He has arranged with a hotelier 
to quote an all-in figure for 
French anglers visiting the area. 
“In France there are only two 
major salmon rivers and 
thousands of anglers looking for 
places to fish,” he explains. He 
has told the An Bérd Failte: 

“You have here a gold mine, but 
you do not know it.” 


TO-MORKROW’S TOPICS 


® Record issues for women’s and 
general interest magazines are 
expected this autumn. So far 
as they are concerned the paper 
supply position is easing. 


® Informal discussions are in pro- 
gress between advertisers and 
public transport officials on the 
introduction of standard sizes 
for advertisements on buses. 


@ Radio sets which fit on pedal 
cycles are being developed in 
Britain for the export markets. 


@ New lightweight motor-scooters 
will be introduced shortly with 
strong advertisement support. 


@ Major problems which agencies 
are now studying for com- 
mercial television: the ramifi- 


® Autumn campaigns are to be 
stepped up by hosiery manu- 
facturers to offset a fall in 


drinks trade is Barclay Perkins 
& Co. 


@ New threat to the advertise- 
ment revenue of local weeklies 
is a move by civic recreation 
officers to launch a monthly 
pamphlet “to advertise typical 
municipal activities.” 


ROUND TABLE 
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WHEREVER YOU GO YOU ALWAYS SEE AN 


AGME sien 


OF ENFIELD 


Whenever you feel like saying‘ That’s a good sign!” 
— well, the chances are that it was made by Acme. 


You always see an Acme sign because it is 
distinctive — by every standard: design, work- 
manship, colour and finish. 


Almost all the well-known names appear soouer 
or later on Acme signs. Why not join them now? 


ACME SHOWCARD AND SIGN COMPANY LIMITED A 
A 


Showrooms: 9 SOUTH MOLTON STREET - LONDON W 1 - Telephone: GROsvenor 7458 
Head Office & Works: Paragon Works - Enfield - Middlesex - Telephone : HOWard 1651 
Showrooms also at Crown Buildings + James Watt Street - Birmingham 4 - Telephone: Central2325  acias 


oo : ase oS: i ieetie— : cs i . kee - 7 
| 
i WINES 8 SPIRITS Jim Ez ha | oe | 
= , — boy iw" & | : 
x 1 | flee! a " 
A \\ as 1A a B was ‘ , A ml i 
\ AY ata \~ ve A -. —a / : 
IY shh B Sees (oun R = 
a FY SHELL} in (2) : 
| » i Ay } BP 

Z Sr Za x = ene i 

XY ae. ae 


a 
nd 


7 


eg etn 
sin 


rae ee ese 


- peter oe 
ee ae = Tete a 


aan 
ee 


os, 


eal 


ee 


Fas 


2 


— ae 


Shai 


jie 
=o 


fh 
< 


Sn 


— 


aie nae: 


es 


ao 


ADVERTISER'S WEEKLY 


Advertising Case History—56 


How to advertise a quality 


HY TO put over the feeling 
of traditional quality and at 
the same time bring out the 
value of modern methods and 
virility of approach to such 
things as contemporary furniture 
and furnishings? That was the 
difficult problem facing Maples, 
the well-known London store, 
and their advertising agents Roles 
& Parker. 

As an old-established house, 
Maples has won a reputation for 
supreme quality g . This has 
been associated in ony ponte’ 
minds, however, with the idea of 
prices higher than they could 
afford, 

The advertising had to get 
over to the public the fact that 
although quality had not de- 
generated, in every department 
of this store there were g 
articles well within the purse 
capacity of the middle and lower 
income groups. 

It also had to get people to 


ee 


ee 4 a EASTERN GROUP | CHATHAM 
D) GAZETTE OBSERVER | 


line of furniture 


think of Maples in a wider 
buying context than hitherto. 
Most knew that Maples was a 


To overcome all this, the 
Maples rag wong Tyme away 
completely from long estab- 
lished and traditional appeal. 


Feeling of maturity 

But though a new style and 
of presentation was used, 

it was intermingled with a feelin 

of maturity such as is convey: 

by the name of the company. 
Two es of advertising, each 
to run side by side, were evolved 
by Roles and Parker. Each 
carried its own slogan. The first 
depicted the various ancillaries 
which could be bought at 


bo 


Head Office: MAIDSTOWE 5588 London: 60, FLEET ST. Central 7600 


Ma with the sl “You'll 
es; all at Maples.” 


This put over the selection 
idea, 

The second showed two suites 
—one traditional and one con- 
temporary—with a slogan “Make 
up your mind at Maples.” The 
purpose of this advertisement was 
to show that Maples are con- 
cerned with both traditional and 
modern furniture. 

These advertisements, which 
appear in the London evenings, 
provincial dailies, evenings and 
weeklies and the women’s maga- 
zines, are aimed at getting people 
into the store rather than tryi 
to sell any particular piece ‘of 
furniture. Colour was used for 
the first time and larger spaces 
than hitherto were booked in 
women’s magazines and the 
national and provincial news- 
papers. ° 


Advertising on board 

The important American visitor 
was not forgotten and he (and 
she) has read of Maples in ad- 
vertisements in the liner news- 
papers. Such advertisements are 
either prestige—stressing the ex- 
cellence of British craftsmanship, 
or for direct sales—boosting such 
goods as antiques and china and 
glass. Advertisements for Maples 
appear in both the Ocean Times 
and the Empress News so that 
the sea voyager to Britain can 
hardly fail to miss the company’s 
announcements. 

The contracts side of Maples 
is carried on in collaboration 
with H. H. Martyn of Chelten- 
ham. This is a very important 
part of the business, and in- 
volves work all over the world 
in addition to fitting out many 
new ships. Relevant advertisi 
appears in specialist journals — 
is oy oy at senior execu- 
tives. items are also 


a ee 
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One of the advertisements used 
by Maples to stress the selection 
available. 


appearing with the “new advertis- 


ing look.” 

relations side, 
there have also been big changes. 
Members of the press are being 
encouraged to visit the store, 
where they are welcomed and 
taken through the many rt- 
ments, Photographic facilities 
are also made available. Direct 
mail is being used to get existing 
customers interested in the vari- 


customers to 
come to Maples for all their 
furnishings. 

This campaign has given excel- 
lent results and has well repaid 
the careful thought which had to 
be given to a somewhat tricky 

problem. 


advertising 


Complete guide to 
metal industry 


Metal Industry Handbook & Directory, 
—~ for Metal Industry ty the 
is Cassler Co., Lad., 21s. 


Now IN its 43rd year of 
publication this is a com- 
prehensive reference book for 
all those engaged in, or con- 
nected with, the non-ferrous 
metal industries. 


It ¢ontains up-to-date informa- 


familiar metals, and an extensive 
section devoted to summaries of 
current British Standard, aircraft 
material and Admiralty specifica- 
uons. 

The directory for buyers, which 
has been extended, is a particu- 
a on ee of the hand- 

, and gives a very wide range 
of producers, stockists, and 
factors of all basic metal products, 
metal working machinery and 
tools, and other auxiliary metal 
finishing equipment. 
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With its guaranteed 1,000,000 sale, 
The Reader’s Digest offers advertisers 
a new kind of opportunity 


MAGAZINE of solid interest, edited strictly for 
reading ... you might expect a valuable but limi- 
ted circulation. 
The Reader’s Digest, however, has rapidly built up 
sales to a million. Here’s what this unusual combina- 
tion of penetration and circulation has to offer: 


1. To advertisers of everyday products — 
a medium that carries conviction 


Many a campaign for an everyday product never quite 
succeeds in carrying conviction. In the normal struggle for 
hasty attention, it may be forced to shout its message, in 
big headlines, brisk slogans. 

A good shout is a fine thing — it gets its effect. It often 
sends the customer in to buy. But it’s not really the way to 
tell a story convincingly —so that he, or she, will be proof 
against someone else’s louder shout next day. 

In The Reader’s Digest you can speak persuasively and 
convincingly to several million people who make time for 
reading because they like it. By reaching a receptive 
audience of this size and character, you underpin with 
conviction the rest of your mass campaign, and add 
incalculably to its effect. 


2. To advertisers of higher-priced goods and 
services — wide coverage in a medium that’s 
right for the job 


The Reader’s Digest is a well-proven medium for selling 
anything that, to the family or individual, represents an 
important purchase. From a camera to a holiday cruise, 
these purchases are pondered, planned. The advertisements 
are carefully studied — and nowhere more carefully than in 
this magazine edited for reading. 

With its million sale, The Reader’s Digest gives wide 
coverage of the “important purchase” market ; deep pene- 
tration, too, since it is designed for thorough, leisurely 
reading by all the family. For many advertisers in this field, 
it is a campaign in itself. 

3. To all advertisers — an exceptional chance of 
readership among people apt to influence others 
When the articles and stories in a magazine are edited 
entirely for people who can and do read —and love it, as 


The Reader’s Digest 


THE ADVERTISEMENT DIRECTOR, | ALBEMARLE STREET, LONDON, W.1. TELEPHONE: GROSVENOR 4738 


(Oct.) 


the sales show! — isn’t it likely that, in this company, the 
advertisements, too, will have the best possible chance of 
being read? 

Not only that. Those who so much enjoy The Reader's 
Digest month after month are essentially people who like 
to keep up with the world. They're interested in everything 
—the latest in science, in medicine, in many other fields. 
They are receptive to ideas. 

And, as such, they are a little more alert than others. In 
trying and buying new things, they are likely to lead, while 
their friends follow. 


ADVERTISEMENT RATES — OCTOBER 1954 


£ £ 
Full page, black & white - 625 Half-page, 2-colour- - 365 
» » 2colour - - 650 Spread, black & white - 1,050 
» » “colour - - 750 »  2colour- - - 1,080 
Half-page, black & white - 350 »  <colour- - - 1,250 


“BUY-LINES” — Alison Grey's sensationally successful editorial- 
style feature. Rate including art and blocks —~ £175 


Note that a 4-colour page costs only 20% above basic black-and-white rate 
—and 2-colour (any 2nd colour you choose) only 4%, above. 10°%, extra for 
bleed, on half or full pages. All rates are for a guaranteed 1,000,000 average 
monthly net paid sale. 
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How to sell successfully 
by direct mail 


By J. W. W. CASSELS, former advertising manager, Moss Bros. & Co., Ltd., past chairman, British 


Direct Mail Advertising Association, direct mail sales consultant 


[HERE is a job for direct 
mail to do in every busi- 
ness. The first task for the 
individual is to determine what 

rt it should play in his firm. 

or advertisers have success- 
fully sold every type of product 
and service by direct mail— 
from millionaires’ yachts to 
bath soap. The most important 
element in the vast majority of 
successful direct mail cam- 
paigns is the letter. 

A sales letter is not an offshoot 
of display advertisement copy. 
A press advertisement has to 
compete for attention against 
editorial, headlines, illustrations 
and other advertisements; it 
often has to shout, But shouting 
in another person’s house is out 
of place, rude and unnecessary. 


Undivided attention 


The sales letter invades the 

rivacy of the home or office un- 
favite . For a split second, as it 
is pulled out of the envelope, it 
has the undivided attention of the 
reader, If that first casual glance 
is to be translated into a desire 
to possess, the letter must explain 
itself quickly and impressively. 

It is my conviction, based on a 
good many years’ practice, that 
the most important rule for suc- 
cessful selling is “Thou shalt 
love thy neighbour as thyself.” 

Write from the standpoint of 
“What have I to give?” rather 
than “What am I going to get ?” 
Similarly don’t try to write a sales 
letter for a product you don't 
believe in, It will lack convic- 
tion. 

We are told we should appeal 
to the self-interest of the prospect. 
Don't confuse this with selfish 
interest. Selfish interest dwells 
in a shell of egotism hard to 
pierce; self-interest has pecked 
open the shell and embraces 
family and friends. 

The emotions of the human 
mind are as numerous as the 
stops On a seven-manual organ 
and the nuances are as delicate. 
I have endeavoured to compile a 
list of appeals which embrace 
the aspirations and fears of the 
human race, without going into 
the varying shades of feeling. 
Here it is: , 

security savi 

profit healt 

appetite culture 

fashion emulation 

enjoyment comfort 


The title of tis ariicie is also the title of a new book* which is to 
| be published next week. For the first time in 20 years this will 
| provide advertisers and practitioners in advertising with a new 
: British text covering the whole subject of selling by direct mail. 
; The article here is a condensation of a section which forms the 
| heart of the book: the art and 
1 
| 
| 


techniques of copywriting for 


convenience compassion 
affection love 
religion 

Your product should appeal to 
one or more of these desires if it 
is to enjoy permanent success. I 
have omitted such appeals as 

ide, fear, vanity, sex and so on 

cause, to me, the attempt to 
exploit human weakness is ques- 
tionable taste and poor ver- 
tising. 

Analyse your product or ser- 
vice: 

What are your selling points, 
your reasons why your pro- 
duct will benefit your right 
people? List them under 
major or minor sales argu- 
ments. 

Are any of these points an 
advantage over your competi- 
tors? 

Have any of your competi- 
tors an edge over you? 

Is there anyone in your busi- 
ness whose name _ inspires 
public confidence ? 

Have you well - known 
people or concerns amongst 
your customers ? 

Can you make use of their 
names? , 

Have you any other products 
that are well known? 


Statement of fact 


Sales letters have a serious 
purpose and generally they 
should deal with sober statement 
of fact, written from the interest 
of the reader ; but I also believe 
in breaking all the rules when 
it suits one’s purpose. Whimsi- 
caiity of style, particularly the 
unexpected twist that brings @ 
sudden smile, makes many 
friends in the goodwill type of 
letter. Mystery, exaggeration 
(when not applied to the descrip- 
tion of the product), caricature 
and even nonsense rhymes can be 


used with effect—but first study 
the chapter on stunts. I offer no 
general rule as to when such 
techniques should be used; I 
only say that used with discrimi- 
nation they can sometimes move 
mountains. The one point on 
which I do fetl competent to 
advise is that unless these eccen- 
tricities link up with the product, 
leave them alone. 

Remember that the reader of 
your sales letter can stop reading 
whenever he chooses; therefore 
give him some meat from the first 
sentence onwards. Then, how- 
ever little he reads, he will learn 
something favourable to your 
product. The sales letter is a 
gate crasher. It arrives un- 
invited and if the first sentence 
fails to provide a good reason 
why ft should be read, it will go 
into the waste-paper basket. 
What a load of responsibility 
that first sentence carries. How 
do you think this one measures 
up 7 

FOR THOSE WHO GET 

THE MORNING CUP OF 

TEA 


Here is an_ inexpensive 
gadget that will prepare your 
morning cup of tea and call 
you when it is made, 

If you stand about on a cool 
November morning waiting for 
the kettle to boil, you will know 
what that letter promises. 

The letter has got attention, 
now it must pass on to interest. 
Interest must surely bring the 
prospect and product together in 
some way. The last example has 
promised the reader something 
that will benefit him. It must 
explain quickly if interest is to 
be aroused. 

You simply set the clock to 
the time you want your tea and 

a fool-proof mechanism does 

the rest. The clock switches on 

the heat at the right time ; the 


* How To Sell Successfully By Direct Mail, will be published on August 26 by 
Business Publications Ltd., in association with B. T. Batsford. Demy 8vo. cloth 
bound, 384 pages, over 200 illustrations, and including 27 case histories and a 
—- directory to direct mail services, equipment and their suppliers. 

1 


Price 21s. 


kettle bolls and automatically 

tips up and fills the teapot. 

After two minutes to brew, the 

alarm tells you that a hot cup 

of tea is on your bedside table. 

In this paragraph interest has 
edged into desire and we can go 
on to say where to get the gadget, 
how much it costs and what has 
to be done to get it. It is well to 
add a spur to action by suggest- 
ing a genuine reason for buying 
at once, 

The cold weather will start 
any time and that's when you 
will appreciate this most. Get 
it now, and when the icicles 
begin to trace their lacy pat- 
terns on the window pane, you 
will be able to stay in your 
warm bed. 


Wanting to bey 


Your letter has brought the 
reader to the point of wanting to 
buy. How many direct mail letter 
writers leave him there! This 
urge to buy at the end is possibly 
the most important part of the 
letter ; certainly it is the most 
neglected. The human mind will 
put off till to-morrow on the 
flimsiest pretext what it ought to 
be doing to-day ; but there is no 
to-morrow for a sales letter. So in 
the first place don’t give your 
reader the pretext that neither 
card nor stamp is handy ; make 
them handy—and then offer a 
good reason why he should act 
at once. The Americans say : 
“Put a hook in it.” Here are a 
few hooks you may find useful : 

Offer a booklet and give it a 
title that invites investigation. 

If it is feasible for the book- 
let to be written by a popular 
author, a big response is cer- 
tain. 

A good urge to action is 
warning of a price rise when 
present stocks are exhausted. 

Reduce price for a limited 

riod. 


Free trial with money back 
guarantee. 

Change of season is often a 
good stimulant. 

You want your right people 
to think favourably of you at the 
right time, that is at the moment 
they want something you have 
to sell. The right time can be: 

Definable by you. 

Undefinable. 

A fleeting opportunity. 

When you can define the right 

@ Continued on page 354 


ae Rg ou — enhance nei a os 
as * . * ; ats ; 
ay ee 352 FC 
pe ; 
ce " 
‘e 
é ’ 
re 
ar ee 
a 
5 hat 
z ' 
ee 
oS 
+ 
i 
| b scsqentiinslnaln ANE ibdineib bien aan anemapanemmssmmipeieaeomenthancnane 
4 
gl 
ea ; 
f | 
a 
kh See 
ara ‘ 
: 
he ye 
oe a 
oe of eee 
ee 4 . 
iS { ee 
- 
a Saar ys ie i : Z ; , ae 
eo a . rh fot =. Si, TS 


ADVERTISER'S WEEKLY N\ 


Auoust 19, 1954 353 


What the tycoons saw in 
their favourite 


| paper 
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Trcoons (home and abroad) have roads dug up, pearls fished up, con- 

tinents opened up. And in their favourite paper they look for new ways to go 

about their business—which is why Atlas-Copco* and many other manu- 

facturers of capital goods choose THE ECONOMIST for their advertisements. 
*The advertising agents of Atlas-Copco are Intam Limited. 


The Economist 


22 RYDER STREET ~ ST JAMES’S SWi * WHITEHALL 1511 
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STITCHCRAFT 
UP 10,796 


on previous six months 


UP 12,46 


on same period last year 


UP 25,45 


(about 12°) since December 1952 


“ABC NET SALES 
S: January June 1954 


NOW 


240,38 0 


COPIES A MONTH 


Rates still 
£204 a page and pro rata 


Advertisement Manager, S. H. Bowden, Stitchcraft Limited, 
Gt. West Road, Brentford, Middlesex. Telephone EALing 6283 


STITCHCRAFT 


SALES GO UP AND UP 
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* HOW TO SELL BY DIRECT MAIL—con:. 


time, you need to remind your 
right people before the buying 
moment. The builder who finds 
several square yards of concrete 
cracked by an early frost is not 
much consoled by a circular 
arriving about the same time 
that tells him of a certain sub- 
stance which will protect con- 
crete from the frost. He should 
have been told about it weeks 
earlier and warned that unless he 
ordered at once an early frost 
might sneak up on him. On the 
other hand, if he had received 
particulars before and ignored 
them a follow-up immediately 
after the frost would be timely. 


Defining the time 


Of course there are many con- 
cerns which cannot define the 
right time. There is no buying 
season for butchers’ cold rooms ; 
for factory plant; for excava- 
tors ; for pallets. But there is a 
right time when people want to 
buy these things. 

The butcher replaces his cold 
room when his present one no 
longer gives the service he re- 
quires ; the works manager re- 
news his plant when it is 
economically desirable to do so ; 
the contractor buys a new 
excavator when the work on 
hand demands it. Will they think 
of you when the right time 
comes? Only if you have 
favourably impressed them in 
advance. 

Sometimes you can create the 
right time. Convince the grocer 
that a display refrigerator can 
increase his sales and he may 
install one. You have persuaded 
him that it is the right time. — 

It takes but a few small, in- 
expensive test mailings to tell you 
what seasons will bring you the 
best results—and you may then 
find that it is worth your while 
to mail throughout the year, even 
though some periods are less re- 
warding than others. i 

What you will be aiming for in 
your testing will be: 

To establish a selling cam- 
paign that will produce the 
maximum percentage of re- 
turns ... and then 

To keep on improving this 
percentage, by improving lists, 
sales appeal, etc. 

To extract the utmost from 
your direct mail, test whenever 
opportunity offers. Don’t place 
too great a faith in other people's 
individual experiences; no two 


sets of circumstances are 
identical. 
Three main types 


And never stop testing. 100 per 
cent return is doubtless im- 
possible, but you may always get 
nearer to that impossible goal ! 

There are three main types of 
test mailing: 

Testing on a small scale in 
advance of a big mailing. 

Making parallel tests. 

Testing in order to keep the 
finger on the pulse. 


A general throws out a pro- 
tective screen of scouts to protect 
his main body against unpleasant 
surprises. When you are propos- 
ing to spend heavy money on 
5,000 or more mailings, you may 
save many a tumble by testing on 
a small scale first. It may reveal 
certain weaknesses that can very 
well be corrected before a further 
test signals the green light. 

Your main concern in making 
a test is to reproduce as nearly 
as possible the conditions under 
which the full mailing will be 
sent. Too small a test may mis- 
lead ; I suggest 20 per cent for 
5,000, dropping to 10 per cent at 
20,000 and 5 to 24 per cent at 
100,000 or more. But you must 
be sure that you are testing a true 
cross-section of your list; if you 
should happen to cover, say, one 
geographical section only, the 
evidence would almost certainly 
give a wrong impression. 

Lists of more or less known 
responsiveness need lesser ratios 
—and are very valuable as check 
lists for new sales appeals, copy 
angles, etc. A list of your own 
customers for a certain product 
or service, which you know is cer- 
tain for, say minimum 5 per cent 
return, can not only be tested 
with a smaller quantity than a 
new list—but with the knowledge 
that the result will allow you to 
make a more accurate assessment 
of whatever you may be testing. 

The sort of questions that come 
up for decision are: 


Day of week for mailing. 

Mode of address. 

24d. or 14d. post. 

Stamp or frank. 

Match-in or no match-in. 

Facsimile or other signature. 

Printed or duplicated letter. 

Type and colour of envelope. 

Colour or black and white. 

Folder leaflet or no enclosure. 

Order form as part of letter or 
as separate enclosure. 

Cash or credit. 


Record the results 


So far as they are obtainable, 
results of all direct mailings 
should be recorded. This is not 
always possible; on the other 
hand, don't assume too readily 
that it cannot be done. 


Offers of booklets, requests for 
appointment, sales by post are 
simple enough ; but what if you 
are sending a goodwill reminder 
shot to existing customers? Ex- 
cept for a few who will reply to 
your circular, you cannot expect 
traceable results. You must 
watch trends. There should be 
some immediate effect on sales 
after your mailing has gone out. 
Sometimes you can get an indica- 
tion by drawing attention to a 
specific article. If you offer 
customers a pre-view of your 
sale, you will soon learn if your 
circulars are read. A deliberate 
mis-spelling will tell you the same 
thing. Just think around your 
business and see } what — 
you can check the a ly 
uncheckable. aon 
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You can't cover the Midlands 
without the Evening Despatch 


to the people in the Midlands. The of the largest and richest market 
Birmingham Evening Despatch is in the provinces. 


Birminghams Popular Lvening " 


Evening des al 
Despatch) 


CORPORATION STREET, BIRMINGHAM, 4. TEL: CENeral 8461 
ERNEST LUMSDON ~ London Advertisement Director 
WESTMINSTER PRESS PROVINCIAL NEWSPAPERS LIMITED 
4. 


167-170, FLEET STREET, LONDON, E.C. TEL: CENeral 3265 
Leeds Office: 11, ALBION PLACE, LEEDS, Tel : LEEDS 24998, Menchester Office: MIDLAND BANK HOUSE, 26, CROSS STREET, MANCHESTER, 2, Tel : OLAckfriers 3930 
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This window 
sticker will associate 
retailers’ displays with Men's Style Fortnight. 


Link up with this 


CAMPAIGN to boost 
the sale of 


MEN’S WEAR 


Timed to take advantage of the publicity 
resulting from the International Men’s Style 
Show in Rome on September 8th. Men’s 
Style Fortnight has the full support of:— 


The National Association of Outfitters, 
The National Federation of Merchant Tailors, 


The se Clothing Manufacturers 
Federation 


The Wholesale Textile Association's Men’ « 
Wear Committee. 


FREE PROMOTION PACK 

A FREE Promotion Pack will be sent 
to all members of the above organisa- 
tions. Traders who are not members 
are cordially invited to send for this 
FREE Pack immediately, and link-up 
with Men’s Style Fortnight to the full. 


* This promotion event has been planned so 
that Traders may take full advantage of it throug. 
their normal trading activities. 


Enquiries to :-— 
Dennis Clive, Director of Trade Promotion, international Wool 
Secretariat, 16/20 Regent Street, London, 5.W.1. 


THERE 1S NO SUBSTITUTE FOR 
* A Promotion Service of the International Wool Secretariat 
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Public Relations 


Tattoos and animals help 
publicise roller bearings 


AS A BUILDER of prestige 
British Timken Ltd., the 
famous roller bearing company 
of Northampton, attach great 
importance to their annual show. 
But then it is not an ordinary 
firm’s sports day. It is a two- 
day fully fledged “Show.” To 
be held this year on Friday and 
Saturday, August 27 and 28, the 
programme will include a horse 
show, at which the Evening 
Standard Foxhunter Competition 
will be held, a horticultural show, 
one of the biggest in the Mid- 
lands, a livestock show for which 
last year there were over 500 
entries, a dog show, a foreign 
birds show, beside innumerable 
other attractions such as fencing, 
military tattoos and Civil Defence 
exhibitions. 

L. Dorricott, the Timken pub- 
licity manager states: “We think 
it unlikely that any other industry 
holds such a show as this, either 
for size, or scope, and we believe 
that this type of show organised 
by and for the members of the 
organisation does much to imple- 
ment good industrial relations.” 


Who is who? is 


NE of the editorial direc- 
tors of the Iliffe group of 
publications has a complaint 
about the number of photographs 
he receives through the post with 
no name or other identification 
marks. 

He says: “How much easier 
an editor's life would be if those 
who send photographs to the 
press would take the elementary 
precaution of seeing (i) that the 
print has the name and address 
of the sender clearly marked on 
it; (ii) that it carries an indica- 
tion of the subject and the reason 
for sending it. This would not 
only help the editor, but would 
ensure more pictures being used.” 

PR men guilty of this offence 

lease note. And here is another 

rge onion for the organisation 
which recently sent out a nice 
news story and photograph with 
a P.S. attached to the covering 
letter—“Photographs not for 


First social event 
of the Swiss PR 
Society was a pic- 
nic. Here officers 
of the Society hold 

ft their banner. 


teproduction without 
sion.” 


HE "2. D. “(Toby) O’Brien 

public relations organisation 
had to consider timing on two 
continents when they held a 
press party recently. It was to 
announce the appointment of 
Brian H. Colquhoun as engineer- 
ing adviser to the World Bank. 
He was becoming the first 
Englishman to hold the position 
and the release had to be made 
simultaneously both here and in 
the United States. 


permis- 


Turning the spit 


NE rather amusing side- 

light of the recent Lyons 
dispute with the Electrical Trades 
Union arose at a celebration 
dinner which the com organ- 
ised to mark the first century 
of Lyons’ tea. 

To celebrate the occasion the 
first ever indoor ox-roasting cere- 
mony was planned at the 
National Hall bf Olympia. The 
story in itself was a good one and 
many Fleet Street newspapermen 
were invited. But it was made 
even better when the ETU inter- 
vened and forbade their members 
to handle the additiogpal electrical 
installations that were required 
for the roasting. The result was 
that Elizabethan I methods had 
to be reverted to and seven men 
revolved the spit manually for 
fifteen hours. 


| Swiss Society 


Pas Public Relations 

has been formed in 

ag t is headed by Dr. 

Charles R. Metzler, a PR con- 

sultant who is a member of the 

Public Relations Society of 

America. He is co-author of the 

book Das Unternehmen und die 

Offentliche Meinung — Public 
Relations. 

Chairman is Dr. Alfongs 
Helbling of the Nestlé Alimen- 
tana Co. Vevey. Dr. Paul Erni 
of CIBA AG, Basle, is vice- 
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At last! you can afford animation 


WHAT IS ITP 


We have produced the cheapest, most 
compact and most efficient animating 
movement yet seen in Display. It is 
unique! It runs for weeks for a few cop- 
pers! Being battery-operated, no points 
are needed, no trailing wires. Already it 
has proved the most successful Display 
innovation in years. 
CASE HISTORY ! 


The first user of the new Display tech- 
nique —a national advertiser — ordered a 
pilot run with the intention of putting 
the Displays in principal retail outlets 


shops. But representatives 

“Dealers just won't let them 

!”” Result—the advertiser concerned 

trebled his initial order in four 
weeks. 


A NEW TECHNIQUE! 


In the past, the trouble with animation 
in Display, apart from its expense, has 
been the tendency of the clever “gadget” 
to attract consumer attention to itself 
and not to the goods advertised. The 
new movement, in the skilled hands of 
our designers, underlines the selling 


story with eye-catching sales-pulling 
punch. The infinite variety of uses we 
are producing justifies our claim to a 
new technique in Display. 


WHAT THIS MEANS TO YOU! 


You know animation sells, but hitherto 
it has been too expensive—or too clever. 
NOW, you can afford animated Displays 
that will get much more than normal 
usage and that have already won their 
spurs as real sales-makers despite fierce 
competition, Ring Euston 5351 NOW 
so that we can give you first news of the 
biggest Display success in years. 


LEON GOODMAN DISPLAYS ..... 


119-125 WHITFIELD 


STREET LONDON 


Ww I EUSTON 5351 
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for revealii 


is the ONLY Scottish evening news- 
paper with over a half million reader- 
ship. 


had, during the period of the Survey’, 
an actual adult readership of 662,000. 
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OW ) 


aie has 2.7 adult readers per copy. 


has 52% women’s readership. 
(75°, of women readers being housewives.) 
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VERY MAN to his own 
hobby-horse — so please 
make way for mine. 

In spite of having seen a poster 
which strongly contradicts me, | 
insist that nine times out of 10 
it is impossible to express appetite 
appeal by pretty pictures alone. 
Realistic reproductions of foods, 
particularly of the enormous size 
required for 16-sheet posters, 
must inevitably lack most of the 
appetising qualities of the foods 
themselves. 

However excellent the 
original artwork, a five-foot 


All the more miraculous, then, 
is the complete success of the new 

ter for Rowntree’s Sunripe 
elly. 


Review of Poster Advertising 


How to make the 
mouth water 


By STUART LEWIS 


This consists of the packet 
superim; on a colour photo- 
a by fresh-picked raspberries. 

t is all. 

But the quality of the photo- 
graph and its superb reproduction 
combines to convey the most 
effective pictorial appetite appeal 
I have seen on a poster. 

Great credit is due both to the 
photographer and the printer for 
the extraordinary realism of those 
raspberries. One can almost pick 
them off the poster and take them 
home for supper. Presumably 
those who take home a packet of 
Sunripe Jelly will look forward 
to a similar treat. 

Compare this poster with other 
food posters and you will see how 
impressive it is. 

Only one current job is in the 
same class, and that is the new 
design by Jean Colin for Ideal 
Milk. ere the artist has suc- 
cessfully combined realism with 
whimsy. He shows a jolly black 


In the opinion of 
Stuart Lewis, the 
artist responsible 
for this design, 
Jean Colin, 
combined realism 
with whimsy to 
produce a success- 
ful poster for a 
food product. This 
is rated a clean 
and “more than 
competent” piece 
of work by Stuart 
Lewis. 


This poster was 
printed by Wad- 
dington's direct 
from an ekta- 
chrome 
parency. 
realism of the fruit 
is extraordinary 
and great credit is 
due both to the 
photographer and 
the printer. Agents 
are the J. Walter 
Thompson Co., 
Lid. 


kitten sitting before a plate of 
fruit salad with a jug of Ideal 
Milk pouring over the fruit and 
quite considerably over the kitten. 

This is a clean, more than com- 
petent design which conveys its 
message in a delightfully informal 
way. It is far more telling than 
all the academic fruit-portraits 
we so often see, or rather half-see 
on the hoardings. 

Incidentally, the milk has a 
quite convincing “ creamy ” look. 


* * * 


Some PeopLe may feel that the 
Amplex posters on the Under- 
ground carry the “ social stigma ” 
appeal a bit too far. The illus- 
tration shows a pretty girl, obvi- 
ously unaware of her unpleasant 
smell, flanked by a man and a girl 
with sensitive noses and pained 
expressions. The slogan “ Some- 
one isn't using Amplex” is ably 
supported by the words “ Amplex 
keeps breath sweet and leaves 
body free of smell.” 

Personally I think that if one 
is dealing with an anti-smell pro- 
duct one must deal with smells, 
rather than retreat behind a veil 
of euphemisms such as “ per- 
sonal freshness.” 

Within the limits of decency 
one must call a smell a smell. 

If the squeamish are shocked 
by the Amplex advertising, let me 
describe to them an advertise- 
ment I saw in an American 
magazine when I was very young 
and easily shocked. 


STANDS FIRST AND 


FOREMOST IN LONE 


‘AND PROVINCES 


PRINCIPAL BRANCHES 


MANCHESTER 


BIRMINGHAM 


LEEDS 


WATFORD 


It was a double-page spread in 
full colour, most of which was 


+ devoted to an illustration of an 


emphatically A-class cathedral 
wedding. As far as I remember 
there were a bishop or two in the 
background and a massive choir. 
needless to say, the central figures 
were the bride and bridegroom 
approaching the altar. 

The advertisement was not, as 


@ Continued on page 362 


SOMEONE ISN'T 
USING AMPLEX 


Ampiex keeps breath mew & 
leaves body free of smelt F 


The main copy line is well sup- 
ported by the following two. 


SOUTH COAST 
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S heffields 


and 
BIRMINGHAM 


The ideal combination for 


PROFITABLE 
POSTER 
PUBLICITY 


In 1887 many of 


today’s biggest 
POSTER ADVERTISERS 


¢ sought advice and 
laced contracts with 
SKeldons It 


A peed wart masts everyting 
. 


SHELDON HOUSE, QUEEN STREET, LEEDS, | 


ADVERTISER'S WEEKLY 


repeats your message to each 
“reader”, to a degree 
unobtainable by any other 
medium. Mills & Rockleys 
would be pleased to discuss planned 


poster advertising with you. 
The Mills & Rockleys Area 


MILLS & ROCKLEYS LTD 


Poster Advertising Contractors 
Administration : 21 Queen Road, Coventry 
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yn’ AM Dratting Card 


The perfect surface for airbrush or line work 
with reproduction qualities of the highest class, 
plus a drawing surface on the reverse side for 
pencil, pen or wash. 


DS DRAFTING CARD 
is supplied by the dis- 
tributors of Kodatrace 
and you are invited to 
send for descriptive 
leaflet and free test 
samples of both 
materials, 


SOLE DISTRIBUTORS 


H. C, STERN, CRAVEN HOUSE, 121 KINGSWAY, LONDON, W.C.2 


Telephone: HOL 6086 


The that denotes the 


in the RIGHT PRAEES & on 


te every 


_ MANCHESTER 


Manchester Poster Services Lid 


27:29:31 Bootle Street, Deansgate, Manchester 2 


We give individual inspection 
at least thrice monthly 


to each of your posters 


PAUOINGTON 0186/7 


G. F. KRUSE LIMIT 
37 SPRING STREET, W.2 


Aucust 19, 1954 


* REVIEW OF POSTER ADVERTISING—cont 


| you might imagine, for an insur- 


ance company or a mortician, 
but for a famous mouthwash. 
And the huge quoted headline 
read as follows: “Till breath us 
do part...” 

Compared with that, the 
Amplex advertising is positively 
refeened. 


* * a 


WuHen are the branded petrol 
people going to produce some 
memorable advertising ? 

The difficulty is that they all 
appear to be telling the same 
tale in different words and using 
different initials or fancy names 
for the additives. Even now I 
am not quite sure which petrol 
has what magic ingredient, and 
I doubt if the average motorist 
really cares. 

So far as I can see, none of 
the new petrols has anything 
which the others haven't got— 
with the possible exception of 
Cleveland, which contains 
alcohol, the effect of which on 
the internal combustion engine 
must surely fire the imagination 
of the soberest driver. 

As for the presentation of their 
closely related claims, the petrol 
boys seem to be relying on sym- 
bols of power which tend to 
obscure the “scientific” stories 
they are plugging. Leaping tigers 


Poster for ‘French 
Trade Fortnight’ 


SPONSORED by the Union 
Frangaise des Exporta- 
trices, the “French Trade 
Fortnight” is to take place in 
this country from October 1 
to 15. In the words of The 
Times this will be a trade 
“entente” and many London 
and provincial stores will be 
taking part in this drive to 
promote French goods. 

Shown here is the poster which 
will be seen in the Underground, 
on London buses and in all the 
stores participating in the event. 
This, along with all the other 
publicity for the scheme— 
window bills, stationery, adver- 
tisements, etc.—has been pro- 
duced by the design partnership 
of Michael Johnson and Hermann 
Hecht. The central motif is a 
happy combination of something 
very French and something very 
ae: The Eiffel Tower and 


Ero 

The bold red and blue stripes 
make a striking poster and the 
uneven black bars bring out 
visually the blue, white and red 
of the French flag. The posters 
are printed by the Compton 
Printing Works (London) Ltd. 

The sponsoring organisation is 
a federation of French export 
industries. The members feet 
that a “revivalist” campaign is 
needed to reawaken memories of 
their goods, Although almost all 


A bold and vital illustration 
from Robb is used in the latest 
Fairy soap poster. 


and lunging fists are just not good 
enough. Of course, we all know 
that tigers are associated with 
Esso and boxing gloves with 
Regent, but such symbolism is 
only tickling the fringe of oppor- 
tunities which the poster medium 
offers. 


FRENCH 


| | TRADE 
ig 


FORTNIGHT 


my 
may | 


» 


‘OCTOBER 7.4 * 


Red and blue stripes are used in 


the poster. 
French imports into the United 
Kingdom ve now been de- 
controlled, freedom has been 


achieved but gradually. 

The secretary of the federation, 
Frangois Roussel, has stated that 
his organisation intends to 
arrange a series of “French Fort- 
nights” in various countries. This 
country was placed first on the 
list because of the traditional 
friendly trade relations with 
France and her recent relaxing 
of restrictions; Sweden will be 
the target next year. 

Intereps Ltd. are handling the 
“French Trade Fortnight” here. 
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‘SUNDERLAND-DE 
AND INDUSTRIES EXHIBITIO 


IBI 
79> THE SUNDERLAND ECHQ. 


. 


eetish jc ha ae 


~ 


co 


. «4 


GENERAL 
@ormands 


bel nave 


The most prominent K . - 
POSTER SITES wanted to ict a : 
+ wt 4 typical 14th Century woman he created the Wife of Bath, 
North East . Scotland sts oh ingen «Ses A/ pag h ng ey free-spending on the creature comforts 
: of life. ay t Ugrims would progress motor coach, 
Ascae pains , A$ but the Bath housewife hasn't cha . ad A 600 years. 
GE : os! Not so talkative perhaps, and the N.H.S. has seen to her 
§ BILLPOSTING | ae dentistry, but she still spends many on what takes her 
: ty oO 


SUNDERLAND “* =_ : ; 
: fancy. For there’s always plen in Bath, thahks 
to the healthy mixture of agriculture and light industries, 
and the supectene of Bath itself as a shopping and tourist 
, Ss . i 
N INNOVATION in poster advertising was seen during the errs comecien thn en eee 
Sunderland Ideal Home, Trades, and Industries Exhibition, spon- doing so is through the Bath Chronicle at 9/- per $.C f 
sored by the “Sunderland Echo.” At the main entrance two \6-sheet It is the only evening paper printed in Somerset, and 34,000 
poster panels were erected, the lower half of one being constructed are sold every night—1} copies for every house in the and 
in the form of @ show case displaying a lel of a modern outdoor throughout this County and W 4 
advertising display. Hand-painted reproduction miniatures of well- : ,; 
known national advertisers’ products were displayed in the panels, and 
particular interest was shown by many of the 125,000 visitors when 
during the hours of darkness concealed lighting illuminated the model. 
In view of the general interest shown in this novel form of adver- 
tising similar displays are being arranged at other exhibitions to be 
held in the North of England. The design and construction of the 
display was carried out for the General Billposting Co., Ltd., by 
Frank McArdle. Below is a detail of the showcase. Get full details from 


The Advertisement Manager, 134 Fleet Street, London E.C.A, Central 2767. 


PHOTOPRINTING | 
ON GLASS 


IT’S HIGH TIME TO ORDER 
YOUR CHRISTMAS GIFTS 


DISTINCTIVE ADVERTISING GIFTS FOR 
EXECUTIVES’ DESKS 
GLASS PAPERWEIGHTS + GLASS ASHTRAYS * DESK 
PERPETU. 


. . 


Complete weekly coverage of the 
local ee nment market. Retes 


The poster now in use for the This seven-colour no-name 
Radio oe ae is rr poster is being used by Mono | 
in six colours: red, yellow, black, Containers Lid. to build the Osvenor 
ey and two shades of blue. market for expendable containers. + pi gt oop 
Radio stars are featured. Agents are G. Streei & Co. Say. Adeercing Cfhcns, 00S ee es 
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weekly 


THE 


97 SHIRLEY 
AooDISCO 


i HIGHEST GRADE 


CLEAN © SHARP 
RATT SMANSHIP 


ADVERTISER'S WEEKLY 


Largest Net Sale in Kent 


OSTER ‘ 
9AM i SN 


a Cun ARTS Lt? 


KENTISH TIMES 


AUDIT BUREAU OF CIRCULATIONS. Average 


net sales for the first six months of 1954 


84,800 


LARGEST IN THE COUNTY 


* Alizenquiries to: TIMES OFFICE, SIDCUP (FOO 1155) or 
BANK CHAMBERS, 329 HIGH HOLBORN WCI (HOL 2730) 


MIDDLESEX 
CHRONICLE 


el ‘hi populous 

Intensively cover 

and rss amt area of South- 
West Middlesex 


43,860 


ROAD. CROYDON 


MBE 3147-8 


SPEEDY SERVICE 
\ EXPRESS / 
OELIVERY 


“FARMERS” JOURNAL” 


(Official Organ of Ulster Farmers’ 
Union) 
qp For efficient 60 ) 
of farmers 
out the Six 
Ulster. 
weMeER OF THE A.B.C, figures 


(March ABC) 


AVOIT sUREAU “a 

OF CIREULATIONS 26, 971 | Largest in rural 
18 Donegall Square, East. Tel, Belfast 24397 | ESSEX - 

69 Fleet Street, £.C.4 Tel. Central 5453 


i & THE spate of statistics 
about advertising and cir- 
culation which has swirled 
around this summer the pro- 
vincial press has emerged 
triumphantly. 

Both the Advertising Associa- 
tion’s survey of expenditure in 
1952, and the IIPA readership 
survey, in so far as it affects pro- 
vincial papers, are packed with 
powerful ammunition for all who 
sell space in the provinces. In- 


WILTON 


EVAN 


deed there must be every confi- 
dence that if (as is universall 
hoped) the IIPA press on wit 
regional research, the claims of 
the provincial Rp rs will be 
abundantly justifie 

Of special importance is the 
finding of the Advertising Asso- 
ciation that the local retailer 
spends half of his advertising 


appropriation with the local 
| mewspapers. 
+ ” o 


ONE DAY someone will publish 
an anthology of the “The _, Ads. 
that might have been. 

A certainty for inclusion must 
be the gem they toyed with to 
commemorate the bi-centenary of 
the Yorkshire Post. 

It is rescued from oblivion by 


glass with veneer 


Powerful ammunition 
for local press 


This stand was used at the Dublin Horse Show to announce the launchi: 
of the new Dublin evening newspaper, the “ 
The stand was framed in mahogany with the lettering in red on a 
ls alternatively. 
included in the paper's publicity campaign. 


Postscript, the house organ of 
the Yorkshire Conservative 
Newspaper Co., Ltd. 


Here is the Ad. that Almost 
Was: 


ONCE UPON A TIME .. 

When the Government shook its 
head ever the times rather than 
vice-versa. 

When no telegraph was ready for 
Marconi, or express for Robert 
Stephenson or mail for Sir 
Rowland Hill. 

When nobody news-chronicled 
in Bouverie Street or sketched 
on London pavements. 

When heralds meant trumpet- 
blowers and a reveille meant a 
bugle-call. 

When Reynolds stood for Sir 
Joshua and a mirror stood 
for reflection. 

When Manchester lacked a 
guardian and Liverpool heard 
no echo. 

When there was never a Scots- 
man in Edinburgh or a single 
star over Sheffield. 

When the people waited till 
Monday for dispatches from 
observers who chronicled the 
week-end news of the world 
in a not very pictorial or 

that went, th 
r wer i in 

1754, when none "of eae e 

darned boiling of them was so 

much ‘ae a wolf-whistle on a 


s! 
"The Yor Yorkshire Post was born. 
cd * a 


THERE ARE nearly 1,000 pages 
in the Birmingham Post Year 
Book and Who's Who, published 
by the Birmingham Post & Mail 
Ltd. (15s.). So much information 


@ Continued on page 365 


in 
“Evening Press,” on September ‘4 


The phrase “You'll Like It” 
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is contained in them that the 


index alone accounts for nearly 


50 closely printed pages. 

In addition to a number of 
articles of historic and general 
interest there are many additions 
to the sections dealing with 
trade, professional and technical 
associations, trade unions, law, 
religion, health, education, phil- 
anthropy, sport and many other 
subjects. About 130 advertisers 
have taken space in the publica- 
tion. 

As in former years, the colour 
of the binding has been changed 
to make it easily distinguishable 
from previous issues. This year 
it is grey. 

* * * 


Over 91 coLUMNS of advertise- 
ments were included in a recent 
issue of the East Essex Gazette, 
highest total of the year to date. 
The issue included a supplement 
on food—hygiene and the end of 
rationing being a dual theme. 
Appropriately enough the 
Gazette |aunched a recipe compe- 
tition in the supplement. 

Later this month John L. 
Street, the advertisement man- 
ager, hopes to build a composite 
page around the recipes sent in. 

* * * 


“WHEN VISITING London... 
there's no place like Selfridges— 


RINGTON 
oa 


a free-lance ad-technician specialisin 
in the odd, the different, the unus 
the imaginatively thoughtful in sales- 
persuasive Advertising Presentation. 
4 wer STREET ~ 
w.! \S) 


Ng 
9. 
Mary “ADVERTISING ease 


gn == 


a Enlargements 
in all sizes up to 80 sq. ft. in one piece 
The Autotype Co. Ltd, Brownlow Rd. 
London, W.13 EALing 269! 


On one page of house and estate 
agents’ classified advertisements in 
a recent issue of the “ Brighton and 
Hove Herald" there were 40 name 
blocks in different decorative styles 
—hand-drawn, typeset, or reversed. 
A section of the page is repgoduced 

ove. 


the Heart of London Shopping.” 
This slogan—unchanged for ten 


years—appears annually in dis- 


Under a lucky 


star ? 


Gypsy Petulengro placed in - 
: the Herts Advertiser recently ; 
: an advertisement offering a car : 
: for sale. ; 
: By 11 a.m. on the morning : 
: of publication a prospective : 
: customer had come to Harpen- : 
: den from Bedford to see the : 
: car and by 11.20 it had been : 
: sold! : 


play advertisements in many 
north country papers for one 
week. It is aimed at “Wakes 
Week” visitors in London. 

+ * + 


TuHroucH tts “Give a Girl 
Health” fund, the Sunday Mer- 
cury has collected another £1,000 
for the Red Cross. The money 
is used to defray the cost of send- 
ing girls who are convalescing 
from TB to Switzerland. 

. ” * 


TRIBUTE to a newspaper group's 
“unfailing help and support to 
road safety” was paid by Major 
E. G. Gibbons, road safety officer 
of the South-East Lancashire 
Joint Road Safety Organisation, 
when safe driving awards were 
made to employees of Ashton- 
under-Lyne passenger transport 
department. Publicity was the 
very essence of their job in road 
safety, and the Ashton-under- 
| Sone Reporter series had done a 
| masterly job of work in helping 
| them, ns ~ pens, 


“Use THE ‘phone at quick 
service”’--is a title block in the 


| Southport Guardian. Below are 


“visiting card” advertisements 
from a variety of local traders, 
in each case starting with their 
telephone number. 


London Representative : 


DAVID L. CLACKSON, 80 FLEET STREET, E.C.4 (CENtral 2626) 


ce. 50 Temp. KING ¢ 
: LE CHa AMBERS, Tete ANCH 


THE 
WELLINGTON JOURNAL 


& 
SHREWSBURY NEWS 
net sales 49 89Q werny anc} 


OND THe 
oy NO THE BRITISH isuEs 
AVEN ue en 3 


™™7 


Your message is carried 
home to the homes of 
people in Beds, Herts and 
Bucks when you use the 


HOME COUNTIES 
NEWSPAPERS GROUP 


45|- = 


Rate Cards for individual 
papers on application 
A.B.C. Net Sales 


129,729 


Represented in London by 


WILL KITCHEN, Jr., LTD. 


131 Fleet Street, £.C.4 Central 1960 


seot 
INCH 


Head Office: 
MANCHESTER STREET, LUTON 
Phone: Luton 5050 
Advertisement Manager: C. W. Glider 


GREETINGS 


W. A. (Bill) Nicholson, Mana- 
ger and Secretary of the Scottish 
Tourist Board and Graham 
Cowie, Press Officer, look for- 
ward with pleasure to meeting 
their many friends during the 
Edinburgh International Festival 
of Music and Drama. 


The Festival Press Bureau 
will again be operating at the 
Lower Freemasons’ Hall, George 
Street, Edinburgh, from August 
21 to September |!. 


1 Many advertising agents and 
publicists will be unable to 
attend the Festival and to them 
the Scottish Tourist Board sends 
greetings and thanks for their 
interest in the Festival. 


Advertising agents and pub- 
licists are always welcome in 
Scotland and the Scottish Tourist 
Board will be happy to help 
them at any time. 
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THE SOUTH-WEST IS ONE OF 
NORWAY'S RICHEST AREAS 


# you fly to Stavanger you will land at one of Evrope’s 
finest airports and toke your pick of excellent modern 


For Stavanger is a great exporting city, centre of Nor- 
way’s canning industry and of a well-to-do area with 
large-scale fisheries and prosperous farms. 


STAVANGER AFTENBLAD, one of the three big 
papers published outside Oslo, dominates the 
this wealthy area. It is essential to every 
advertising campaign in Norway. 


&Stavander £2 Affenblad 


BLADET FOR ROGALANOD 


Net sale 32,802 daily 


Exclusive U.K. Representatives: 
Joshua B. Powers, Lid. 


14. COCKSPUR STREET. LONDON, 5.W. 1. 
Tel. WHI 33 66 


Ne Ce ee a 
A RES 


am Rae! 


NORWAY'S FOREMOST 
ADVERTISING MEDIUM 


Aftenposten enjoys an impregnable position 
among Norwegian newspapers, excelling in 
circulation as well as in volume of adver- 
tisement matter. 
The signal success of the paper is amply 
demonstrated by the pre-war and post-war 
circulation figures: 

Ordinary Saturday 

Morning Morning 
1939 89,525 112,957 
1953 147,222 165,523 


In other capitals it is frequently the case 
that two or more papers compete for ascen- 
dancy. In Oslo Aftenposten is unrivalled, no 
competitor seriously challenging its position. 


Afienpofien 


Oslo— Norway 


Auvoust 19, 1954 


Rising production with 


more wage earners 


PRODUCTION in Norway 
is better this year than it 
was last. According to a 
survey made by the Central 
Statistical Office, Oslo, the 
total level of production dur- 
ing the first quarter of this 
year was four to five per cent 
higher than in the first quarter 
of 1953. 

In particular branches of the 
economy, the production increase 


NORWAY 


was considerably more than the 
average. Production in industry, 
for instance, was eight per cent 
greater in the first quarter this 
year than in the first quarter last. 

The production increase was 
particularly notable in the export 
section of the economy. Output 
in the export industries in the first 
quarter this year was 10 per cent 
greater than in the first quarter 
of last. 

The Office notes, however, 
that so far this year imports 
have shown a tendency to 
increase more than exports. 
At the same time, the terms of 
trade have deteriorated. Nor- 
way's payments deficit, which 
was about £50 million last 
year, was nearly £15 million in 
the first quarter this year. 

In the second quarter this year, 
a slight improvement took place 
in the ratio of imports and 
exports and in the terms of trade, 
but the CSO has written that 
a much bigger improvement will 


One of the window 
displays in Oslo 
during the “ Well 
dressed for the 
Spring” promotion 
organise jointly 
by the Interna- 
tional Wool Secre- 
tariat and the shoe 
industry. 
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be necessary if “the disequili- 
brium in our foreign economy is 
to be put straight. 

The deficit so far has been 
covered by various forms of 
credit, but credit may gradually 
become more difficult to obtain. 
There is the risk that imports may 
have to be reduced drastically if 
new credits cannot be acquired, 
and a situation could arise invol- 


of employed wage-earners has 
exceeded one million. There was 
in May an increase of 18,500 
compared with the previous 
month, and 17,300 more than in 
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e FOCUS ON NORWAY continued 


May last year. The May employ- 
ment figure this year was, in fact, 
the highest ever recorded. 
figure does not include 32,000 
Norwegian seamen employed on 
Norwegian ships operating over- 
seas. 

Almost one third (333,600) of 
the registered wage earners are 
employed in industry. The next 
biggest group (building and con- 
struction workers) number 
116,800. The number of agri- 
cultural, forestry, and domestic 
workers has gone down sharply 
in the last few years. In May, 
1948, there were 102,000 agri- 
cultural and forestry workers. In 
May this year only 69,900. In 
May, 1948, there were 58,000 
domestic workers, but now there 
are only 40,300. In the same 
period the number of industrial 
workers has increased by more 

30,000. 


German trade drive 


An indication of the pace of 
competition for the Norwegian 
market is given by figures 
recently published by the Oslo 
newspaper Aftenposten concern- 
ing German exports to Norway. 
According to this source, the 
value of West Germany's exports 
to Norway was 564 million mark 
in 1953 as against 396 million in 
1952 and 91 million in 1936. 
West Germany's imports from 
Norway have increased much less 
spectacularly, from 88 million 
mark in 1936 to 247 million in 
1953. West Germany's trade 
surplus with Norway has thus 
increased 100-fold, from 1936 to 
1953. It is Norway's very large 


investment pam, involvin, 
the import of large quantities o 
machinery and capital 


uipment, which is chiefly 
pe te or for the unfavourable 
trade balance, writes the news- 
Paper. 


Newspaper_begins 


The first sample number of 
News pons — . Sones 
~ ee y desig or Norwegians 
abroad, recently — appeared. 
Printed on thin India paper, it 
had eight pages and with the 
envelope weighed less than half 
an ounce. compression and 
small print it carried just as 
much material as a full-scale 
newspaper. 

This newspaper has been spon- 
sored by the press service of the 
Norwegian Foreign Ministry, but 
a number of organisations includ- 
ing Seamen's Mission, the 
State Welfare Office for the 
Merchant Navy, the Shipowners’ 
Association, the Seamen's Union, 
and Nordmannsforbundet (The 
Association of Norwegians 
Abroad), are being invited to 
form a management committee 
to supervise the newspaper when 
regular publication starts later 
this year. 


Self service expands 


There are now about 300 self 
service shops in Norway, accord- 
ing to Olav Skogen, director of 
the Norwegian Productivity 
Institute. Another 300 to 400 
stores are planning conversion to 
the self service system. By 1960 


the highest proportion of such 
— — oy is b sete 
with |. r cent of its shops 
now on self service basis. 


South African men’s wear journal 


wins international award 


[ee men’s wear trade maga- 
zine, Man's Shop, won this 
year’s contest sponsored by the 
International Council of Indus- 
trial Editors. The event took 
place in Chicago. 

The extent of this achieve- 
ment by a South African publi- 
cation, edited, uced and 
printed in Cape Town, may be 
gauged from the fact that 
Man's Shop was in competition 
with some 8,000 publications of 
a similar nature in the United 
States and Canada and more 
than 1,500 from the rest of the 
world, 


The sponsors and publishers 
of Man's Shop are The African 
Clothing Factory (Ensign) Ltd, 
who founded the South African 
men’s ready-to-wear industry in 
1910. Printed on fine art paper 
in a cr size running uy 
pages, the magazine is priva 
circulated to outfitters and 


wholesalers throughout 
Union and to textile 


overseas. 
Now in its tenth year of = 
lication, Man's Shop has n 
edited and produced since its 
inception by Fraser Gill, a pub- 
licity consultant and free-lance 
editor specialising in top quality 
business magazines, who came to 
South Africa from England in 
1937. During the last war he 
directed the government's over- 
seas economic information ser- 
vices. 
The magazine has not been 
entered in annual publications 
contests since the first of these 
was inaugurated by the Inter- 
national Council in 1949, when 
it received an honourable award. 
It has, however, been widely 
agg core J occasions at 
press, photographic and printing 
industry shows and has been 
isplayed at the Royal Victoria 
Albert Museum in London. 
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Better than ever—the 


EROGRAPH 
A-54! 


UNIQUE 1954 DESIGN 
GIVES ALL THE FEATURES 
YOU HAVE ASKED FOR 


Practising commercial artists who have tested 
these improved Aerograph Air Brush models 
hail them enthusiastically as giving heavier 
colour density on first application, more 
sensitive control, better balance and greater 
all-round ease of operation — plus all the 
well-known Aerograph advantages. Write for 
details to the address below (Dept. 5 AB). 


AEROGRAPH 


AIR BRUSHES 
THE INSTRUMENTS FOR FINER EFFECTS 
The Aerograph Co. Ltd., Lower Sydenham, London, S.E.26 


Tel: SY Denham 6060 (8 lines) 
City Offices and Showrooms: 47 Holborn Viaduet, London, €.C.1. 


Tac 


——————— 


THE E-54 AIR BRUSH 


is similar in all respects to the 
A-54 except chat it is equipped 
with a large colour cup. 


A NEW JOURNAL 


of progressive production practice 


‘PROCESS CONTROL’ 


COMMENCING OCTOBER 1954 — 
A Monthly journal on the practical applica- 
tion of instrumentation and automatic 
control gear in industry. 


READERSHIP: 


“PROCESS CONTROL” will be written 
for users of this equipment; potential 
readers are General ers, Works 
Managers and Engineers in over 12,000 large 
industrial undertakings. 

Single copies 2s. 6d. Annual Subscription 


£1-10s. Order now from newsagents or 
the publishers, 


ADVERTISING: 


“PROCESS CONTROL” will appeal to an 
expanding but specific market never previ- 


ously covered by a single t there is 
no waste circulation. 


Rate cards and full details on request. 
Publishers : 
THE COLLIERY GUARDIAN CO. LTD., 
30-3, FURNIVAL STREET, LONDON, £.C.4 
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\. twin Xmas issues / 
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ea JANUARY ISSUE 
Pal DEC 10 


Christmas is the biggest selling season of the 
year, and Esquire is going all out to make this coming 
season bigger and better than ever by presenting 
pages of gift suggestions covering almost every type 


dise. You 


Advertivement Director: 
Col. Archie Campbell, 

39, Upper Brook Street, 
Leadon, W.1 


t afford to neglect 


THEYRE BOUND TO SEE IT IN 


this two-fold opportunity to capture the gift-buying 
mood of the season—the December issue for the 
sensible shopper, the January number for the last 
minute waverer, Esquire will help you to sell more 
merchandise this Christmas because it will be the one 
medium that is gift-wrapped from cover to cover. 
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How to organise a press 


conference 


By J. H. MILLER-WHEELER 


‘THE mechanics of a press 
conference are not intri- 
cate or involved. They require 


| only a logical approach, an 


| of such conferences, 


| resolved b 


understanding of the purposes 
and a 
meticulous attention to detail. 


Thought must first of all go 
into answering the question, “is 
it justified?” Next step is to 
decide the type of conference to 
be organised, and this is largely 
the nature of the 
subject to presented. 


The story must be designed to 
appeal to the outsider, and this 
must be a number one consider- 
ation. 


The method of presentation 
may be in the form of a speech 
only, or a combination of speech 
pe ao aid. Whatever method 
is chosen the spokesman must 
have authoritative status, with 


| the ability to speak with convic- 
_ tion and answer questions. 


Man responsible 


When the subject is the 
launching of a new product, the 


| role usually falls to the sales 


director or sales manager, but a 
story concerning company policy 
and works expansion is best put 
over by the managing director or 
chairman. 

Whoever it is they must have 
a script of the speech to be made 
or at least a full brief. 


If exhibits are to be shown, 
they should be arranged prefer- 
ably in the conference room or 
in close proximity and put in 
charge of an official who can 
answer technical questions. 
Where photographs are to be 
released, a sufficient number of 
prints should be available from 
which the press can make selec- 
tions. Jt is not sufficient merely 
to have a pile of prints lying on 
a table. A complete set suitably 
captioned should be mounted on 
a board and placed where it can 
be viewed with comfort. An 
assistant should be on duty at 
the photograph table to provide 
(with envelopes) the prints the 
reporters want. All prints re- 
leased should have a full descri 
tion of the subject on the back. 
This should not be left to the 
reporters. 


The question of who to invite 
depends entirely upon the sub- 
ject matter of the conference and 
only those sections of the press 
at all likely to be interested 
should be invited. 


If the story is of lacal interest 
only the national press should 
not be invited. Should it be of 
concern only to the trade and 


technical press, the daily press 
should be excluded from the in 
vitation list. 


Day, time and venue should 
be chosen with care but again 
this depends on the type of 
story to be released. If it is for 
the daily (national or pro- 
vincial), it must be decided 
whether the release is to appear 
in the “mornings” or the “even- 
ings” and the time fixed accord- 
ingly. With the periodical press 
publication dates must be 
considered and the date fixed to 
suit both weeklies and monthlies. 
It should be a general rule that 
wherever possible the venue 
should be selected to suit the 
convenience of the press. 


Question of accommodation 


Unless the company is 
adequately equipped with suit- 
able accommodation, the con- 
ference should be held in a hotel 
or in premises catering specifi- 
cally for this type of assembly. 
Should it be necessary to hold it 
at the works or on a location 
(a conducted tour being part of 
the proceedings) attention must 
be given to transport arrange- 
ments to and from the railway 
station. 


It is essential that, having 
released the story, adequate 
facilities should be available for 
getting the story to the offices 
of the newspapers invited. // 
the story breaks half a day's 
journey from Fleet Street, it is 
essential to have an ample supply 
of telephones available. 


The conference should start 
promptly at the time announced 
and it is wise to give this as, say, 
10.15 a.m. for 10.30 a.m. stressing 
the 10.15. 


Reference notes should always 
be distributed before the start 
although there is no need to pro- 
vide verbatim copies of the 
address. Précis notes, setting out 
the salient features, are sufficient. 
These enable the reporters to 
concentrate on the speaker with- 
out the distraction of note- 
taking, and makes it possible for 
them to formulate their questions 
before the end. 


Question time should be care- 
fully and firmly controlled but 
not rushed. 1 relevant queés- 
tions should be answered—even 
the most awkward ones. There 
is nothing to be gained by 
attempting to gloss over the 
inconvenient. 


Type of hospitality to be dis- 
pensed depends upon the time of 
day and duration of the con- 
ference. While the press do not 


@ Continued on page 369 
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printed travel folders 


SERIES of folders has 

been produced by British 
Railways. They are prettily 
designed in the most delectable 
colour schemes and superbly 
printed. Somebody has taken 
a lot of trouble over them, and 
undoubtedly they will be 
included in exhibitions of good 
print. 

Yet I wonder whether they 
really do the job they set out to 
do—to sell rail travel. I wonder 
whether reading these folders will 
induce anybody to make an extra 
journey by rail, particularly out- 
side the holiday rush period when 
the railways have enough 
customers anyway (or ,so_ the 
crowded customers think). 

The copy is graciously written, 
but does not seem to me to sell. 
It does not contain an idea, or a 
reason for travelling by train in 
preference to coach or car. All 
the delights suggested in the 
folders are as readily obtainable 
by road travel as by rail. Yet 
there are advantages in rail 
no fume- 

freedom 


travel—steady speed, 
blocks, 


ridden traffic 


A new set of superbly 


from nerve strain, meals while 
still travelling, good views 
through wide windows from an 
armchair seat, to mention only a 
few. 


Plenty of photographs 

The theme of the four folders 
is the attractiveness of the towns 
and villages in the counties they 
cover—Dorset, Hampshire, Sussex 
and Kent—to date. There are 
plenty of photographs set in 
plenty of white space. Keen 
advocate as I am of white space, 
the balance here has tipped; a 
little less air and rather larger 
photographs would have been 
better because small landscapes 
make slight impact. 

These leaflets sent out in 
summer are conscious only of the 
summer, which sells itself. They 
might have endeavoured to extend 
the travel season by suggesting 
week-ends away in spring and 
autumn—indeed there are some 
late autumn week-ends your true 
country lover would not change 
for all the dust of high summer. 

The colour schemes and typo- 
graphy are magnificent. Dark 


The four covers of the new travel folders which have been produced 


by the Southern Region of British Railways. 


While the technical 


achievement of these items (print, photographs, colours, etc.) is 
considerable the doubt is whether they will sell rail travel. 


glowing crimson and ice blue, 
golden yellow and deep blue, 
salmon pink and rich green, fawn 
and a dainty light green. These 
pairs are set off by a third subtle 
colour and black in impeccable 


© HOW TO RUN A 


taste. Finally, rarely does one see 

such sympathetic settings of 

Perpetua with its graceful italic. 

¢ jewels are real, but the 

crown, alas, is not so impressive. 
BH. 


CON FERENCE continued 


attend conferences for a slap-up 
party, the social side is im- 
portant. Refreshments to suit 
all tastes should be provided, 
usually after question time. 
When the press have travelled 
some distance, or when the con- 
ference is long or involves a 


tour, lunch should be provided. 

Finally, one man and one 
man only should organise the 
conference, and control it 
throughout; multiplication of 
responsibility is more than likely 
to result in mistiming of 
miscalculation. 


There’s double impact in 


ARIEL ADVERTISING BALLOONS 


All over the world, Ariel Advertising Balloons are doing a 
powerful selling job. Their brilliant colours and gaily printed 
messages are seen and noticed by everybody in the streets. And 
when they’re taken home, they keep the name of your product 
constantly before your customers. 
What other medium gives you this double advertising i 
other medium offers a mass circulation at such low cost 
Ariel Advertising Balloons are bigger, stronger, more sales-compelling 
than ever before. There are shapes and sizes and colours to suit 

every advertising job. Make sure you include Ariel Advertising 
Balloons in your next campaign. We shall be glad to send you some 
samples — with prices. 
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3,000 MILES IN U.S. 
AND CANADA 


Witn » crowded itinerary to sort 
out in the next few weeks, Ronald 
King, joint managing director of 
Greenlys, will soon be packing his 
Fh for the 
/ ~ mile 
business tour 
in the States 
and Canada 
which he be- 
gins next 
month.  Pri- 
mary reason 
for the trip 
is the export 


ents. e will 
becheckingon F 
skpodlsiag 
chandisin 
and retail sell 
ing; has also neti 
arran to a 
ye of anything particu- 
striking in window and general 
display methods. Commercial TV 
is another priority, both from the 
programme angle and the presenta- 
tion of the “ commercials.’ 

At the moment his close-packed,, 
six-week schedule covers New York, 
Washington, Cincinnati, Chicago, 
Cleveland, Rochester, Toronto and 
Montreal. But Mr. King tells me 
he has refused to fly because—* it 


looks as if the only time I'll have 
for relaxing will be on the boat 
deck, and on those comfortable 


Conquest of Everest” as 
their titles designer, typographer and 
consultant on all printed presenta- 
tion. Mr. Boswell has a wide know- 
ledge of the film ind . He has 
designed posters for Ealing Studios 
and recently completed work on 
“The Queen in Australia” in co- 
operation with Norman Hartnell. 
At present he is engaged on 
Countryman's new feature produc- 
tion, a colour film of an expedition 
into the unexplored interior of 
South Georgia Island in the 
a gg to the Antarctic. 

r. Boswell, who is a New 
Zealander, was associated with 
Asiatic Petroleum for a considerable 
time and was art director of 
Lilliput for three years. Apart from 
his film and poster work, he is a 

inter of note. He belongs to the 

ndon Group, and has exhibited 
at the Paris Salon and the Royal 
Academy. His 50 ft. x 30 ft. mural 
was one of the largest on show at 
the Festival of Britain in 1951. He 
will continue free-lance commit- 
ments in addition to his new assign- 
ment. 


a gtoup of nine 


influential newspapers 
AB.C.Weekly Net Sales 


118, 


989 


Associated Kent Newspapers Ltd. 


LONDON: E.W.PLAYER LTD., 30,FLEET ST.EC4 


— 


Three ladies in the news are (1. to r.): Miss J. Bundy, who has joined 

Interavia (United Kingdom) Lid., as London advertisement representative ; 

Mrs. Catherine Conner, who has moved to Scott-Turner & Associates Lid, 

as account executive ; and Miss Avril M. Bird, of Napper, Stinton, Woolley 

Lid., who has joined forces with Mrs. Cynthia thes and Miss Pat Jameson 
in the agency's new women's department. 


Qurre a number of people have 
had a hand in the polio campaign. 
It has already been mentioned that 
J. H. Maxted Ltd. are in charge of 
press liaison and that Dorland 
Advertising are giving their services 
free as agents. 

Considerable credit should also 
go to Thomas Reid Burnett, whose 
ae for a campaign, put up to the 

‘olio Research Committee in May, 
is contributing so much to the suc- 
cess of the campaign. 

A Canadian public relations con- 
sultant, Mr. Burnett was largely 
responsible for the nation-wide 
polio campaign in the United States 
which raised over £18 million. 
Duncan Guthrie, director of the 
National Fund for Poliomyelitis 
Research, has also done useful 
public relations work for the cam- 
paign. I wish more power to all 
their elbows! 


In aid of spastics 


POui0 is not the only affliction 
which advertising people are fight- 
ing. I see that lan D. Dawson 
She a senior copywriter with 
Clifford Blox- 
ham & Part- 
ners, Ltd., has 
resigned to di- 
rect a six 
months’ ap- 

al campaign 
‘orthe Nation- 
al Spastics 
Society, of 
which he is 
chairman. The 
spearhead of 

¢ appeal will 
be the sale of 
Christmas 
sealsin 
schools, shops 
and factories. These seals have been 
designed by Barry Appleby and 
Jon, who gave their services free. 
Funds will also be raised by the 
Wilfred Pickles’ “Penny in the Pint 
Pot” scheme and “Roll a Penny” 
cricket and football games in public 
houses, restaurants, clubs and shops. 
The Society aims to provide suffi- 
cient places in treatment centres, 
special schools and vocational train- 
ing centres for every crippled spastic 
child. This year 26 centres are to 
be opened. Mr. Dawson Shepherd, 
disabled as a result of war injuries, 
and with the eldest of his three 
daughters a spastic, is well able to 
understand peoinep facing 
handicapped people. 

During the six months Mr. 
Dawson Shepherd's salary is being 
provided by a benefactor of the 
Society. He intends to resume his 
advertising career at the end of the 
Society's Appeal Campaign. 


AFTER 32 years’ service with 
Crawfords and 25 years as director 
and copy director, G. H. Saxon 
Millis is certainly taking a big deci- 
sion in resigning, at the age of 52, 


to devote himself to litera work. 
He is at present engaged on finishing 
a new novel—he has already 
several published before. 

During next month, his long- 
awaited There is a Tide will appear 
from Heinemann’s. This is a bio- 

aphy of his late chief, Sir William 

wford, and embodies an histori- 


British advertising. This book 
should give particular satisfaction 
to eve y in advertising, for it 


from cover to cover. I gather that 
there is, understandably, a great 
deal of Crawford's in it. The 
publication of his book at this par- 
ticular moment is timely as far as 
Mr. Saxon Mills is concerned, since 
he states that he is not likely to go 
back into advertising. 


* + * 


BRARELY have I seen anything so 
good in the way of “cod” farewell 
publications as that produced by the 
Time-Life promotion boys, under 
Denis Courtney Embley, in honour 
(if you like to call it that!) of Albert 
E. Roraback, Jr. w had been 
advertising representative here of 
these two magazines for the past 
four years, and whose departure for 
the United States was reported last 
week. 

Just one of the illustrations is a 
picture showing him kissing a girl, 
captioned: “Danger—Man at 
work, 1950-1954.” He also 
been provided with a coat-of-arms 
with the motto “Ad infernum 
tempus clausum” (“To hell with 
closing time”’). 


CONTACT 
WEEKS NABSCRACK 


“He is offering an incentive 

to the man who offers the 

best incentive in the Two 
Freds match !” 
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True Stor 
= Prue | 
Romances 


JULY-DEC 1953 - 423,771 
JAN-JUNE 1954 - 433,909 


increase 10,138 


Rates remain at £200 per page combined rate. 
Now only 9/2?d. per thousand. 


s PHOTOPLAY 


JULY-DEC 1953 - 230,019 
JAN-JUNE 1954 - 235,646 


increase 5.627 


Rates semain at £140 per page. Now under 11/11d. per thousand. 


ARGUS 
PRESS 


announce 


increased 


A.B.C. NET SALE FIGURES. 


A. H. McISAAC * ADVERTISEMENT DIRECTOR 
ARGUS PRESS LTD + B/10 TEMPLE AVENUE - LONDON €.C.4 + CENTRAL 3514 


a. 
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Publications News and Notes 


‘Films and Filming’ 


makes it four 


Hansom Books Ltd. are publish- 
ing a new monthly magazine Films 
and as a companion to 
Dance and Dancers, Music and 
Musicians and Plays and Players, 
The first number, dated October, 
will be on sale September 15. It 
will be similar in style, size, pro- 
duction and price-—Is. 6d.—to the 
existing three magazines. The 
advertisement rates are also similar 
£30 per page and pro rata. 


oF * ” 
The July-December issue of ABC 
Goods Tra Guide, published 
by Motor Transport, carries the 


first list of companies operating 
free-enterprise long-distance road 
transport services since denationali- 
sation. 

~ * * 


E. Douglas Caird has taken over 
the ownership of Fairway and 
Hazard, the ladies’ golfing journal, 
which was previously published by 
Niblick Publishing Co. 

” + ” 

An autumn buying number of 
Men's Wear will be published on 
September 11. 

+ * + 

To coincide with the Society of 
British Aircraft Constructors’ Ex- 
hibition and Flying Display at Farn- 
borough (September 7-12), The 
Aeroplane will publish three special 
numbers on September 3, 10 and 17. 


Supermarket News, the week! 
business newspaper for the self- 
service supermarket grocery stores 
of the United States, which was 
launched by Fairchild Publications 
of New York in 1952, has reached a 
circulation of 28,500 copies per 


issue. 
” * * 

Three special issues of Birds 
~— August 12, 19 and 26—will cover 
the World Budgerigar Convention 
at Harrogate (August 16-19). 

* + + 


This week's issue of Electrical 
Review will contain a summary of 
the papers presented at the World 
Power Conference, Brazil. 


New trade journal 


. Sees 6 Beemctseter, are 
unching allpaper 
Retailer in October. It is claimed 
it will be the only 100 per cent. 
trade journal catering exclusivel 
for the retail trader in this field. It 
will be available by subscription, 
15s. per annum, to legitimate traders 
only. 
* + - 

August issue of the Pakistan 
Industrial Recorder contains a 50- 
page lement reviewing ind 
trial development since the 
nion’s establishment. 

* + a 

The August issue of Cheshire Life 
has an illustration reproduced under 
normal working conditions from a 
120 screen Scan-A-Graver plate, 
which was flown out specially from 
America. Publishers are The White- 
thorn Press Lid. 


*& ADVERTISING MANAGER’S CORNER } 


FESTIVALUE 


You may not have an ear for music, but you can’t 
stay behind the Ad. Manager’s desk for long 
unless you have an eye for figures. So you can’t 
have missed the message of the increasing popu- 


larity of Edinburgh's annual event. 


The pipes 


0” Harris have been broadcasting the words and 
music of the same message for the best part of 


half a century. 


It's just this: if you want to 


draw the crowds, you've got to call in the specialist 
—and that goes for contraltos or cut-outs, show 


business or show-cards. 


distinctive showcards, clever cut-outs by 


HARRIS 


‘THE FIRM WITH EXPERIENCE 


HARRIS ADVERTISING LIMITED, 29.30, KINGLY STREET, LONCON, W.! 
Tel.: REGent 3295/6/7 


| Argus Eootbalil 
—— Birmingham Gazette and 
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The front cover of the September 
issue of “Vanity Fair.” 


* ” * 

The September issue of Popular 
Handicrafts will be a special exhi- 
bition number. It will be enlarged 
to 92 pages with a full colour cover. 
A wide advertising campaign has 
been planned. 

+ 7 = 

A Commonwealth Aircraft In- 
dustries number of Flight will be 
published on August 27 

* . * 

November issue of the ol Car 

will be a special show number. 
* * * 

The Minister of State for the 
Board of Trade, D. Heathcoat 
Amory, and the president of the 
Federation of British Industries, Sir 
Harry Pilkington, will contribute 
forewords to the 1955 (72nd) edi- 
tion of the Concise Municipal 


| Directory and Buyers’ Guide to be 


published in January. 
o * * 

The ne a issue of Esquire is 
being cked by an advertising 
campa using the News Chronicle, 
Star, Sunday Graphic and several 


provincial morning and evening 
newspapers. 
* * . 


Nursing Mirror is organising 
another handicrafts competition for 
nurses and midwives. st entries 
will be displayed at the Professional 
Nurses and Midwives Conference 
and Exhibition, — Hall, 
London, October 11-15. 


Colour cover 


Autumn number of Amateur 
Gardening to be published on Octo- 
ber | will have a full colour cover. 

* * ° 


Flight will be publishing its big- 
gest issue of the year on Septem- 
ber 3 in connection with the 


| Farnborough Air Show. Reviewing 


Britain's aircraft industry it will cost 
2s. 
” a” * 
October number of Parents will 
be a 100-page issue with over 43 
pages of display advertising repre- 
senting over 68 advertisers. 
+. * a 
A new illustrated brochure show- 


ing the production and coverage of 


the paper has been produced by 
The Christian Science Monitor. 
om * * 
The 1954-55 edition of 
Annual, t utitehed 
spatch Ltd., includes a complete 
¥ ¢ to football in the Midlanus. 
t carries many pages of udvertise- 
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We Hear 


Mazda are exhibiting a large set 
piece in the Morecambe illumina- 
tions this year. 

* * 7 

The News Chronicle “ Women 
Can Make It" exhibition opened at 
the Industrial Co-operative Society 
Ltd., at Preston, on Monday. 

* * * 

W. J. Delaney, who is co- 
ordinator of advertising and public 
relations for Esso Petroleum Co. 
(Ireland), contributes a_ signed 
article on the growth of the oil 
industry to One Hundred and 
Eleven—the quarterly ~~ of 
the Hammond Lane Industries 
Group in Dublin. 

* * 7 

Clare, Son & Co., Ltd., of Wells, 
proprietors of the Mid-Somerset 
series of newspapers, have appointed 
Patrick Smyth, of 178, Fleet Street, 
E.C.4, as their London representa- 
tive, as from September 1. 


Two thousand problems 


Nearly 2,000 technical problems 
are handled every year by Patra’s 
printing enquiry laboratory. 

* - * 

The Metal Box Company will be 
exhibiting the products of their 
Flexible Packaging Division at the 
British Food Fair at Olympia. 

7 - * 

Publishing & Distributing Co., 
Ltd., have been appointed advertise- 
ment representatives for the Italian 
periodicals — Prospettive, Architet- 
tura, Cantiere, Quaderni di Prospet- 
tive, and Rivista dell’ Arredamento. 

* * 7 
The Mills & Rockleys Ltd. branch 
office at Loughborough has closed 
Business is being handled by the 
Leicester office. 


Guide to Canada 


The Board of Trade has produced 
a short 14-page pamphlet for the 
guidance of those firms who may 
be considering setting up subsidiary 
organisations in Canada. 

* * - 

Pye Ltd. have a half-page adver- 
tisement in Esquire publicising the 
company’s “People are Funny” 
series on Radio Luxembourg. 

* * 

W. H. Andrew, governing direc- 
tor of the Ashton - under - Lyne 
Reporter series, welcomed a party 
of young French trainee-journalists 


who toured the Reporter head- 
quarters last week. 
* * * 


A “Shop Wisely and Safety Week" 
is to be held in ury, Lancs., com- 
mencing September 25. Thousands 
of carrier bags, carrying advertise- 
ments, will be distributed free from 
selected shops. 

* - a. 

More than 20 local weekly news- 
papers are known to be havi 
supplements or special pages devot 
to the 21st National Radio Show to 
be held at Earls Court, London, 
August 25 to September 4. 
National papers having supplements 
are The Times, The Financial Times 
and the Manchester Guardian. 

i * 

Leader Ray Whittam has an- 
nounced that Fleet Street's jazz 
group, the Press Gang, has been 
invited to play at a modern jazz 
oyal Albert Hall on 
Sunday. They are to represent the 
traditional school. 


concert at the 
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@ Continued from page 344 


More News About People 


Godfrey P. Hudson, who was 
previously sales and publicity man- 
ager for Nahums Fabrics Ltd., 
Manchester, has been appointed 
sales manager for Henry rching- 
ton & Sons, Ltd., Manchester. Mr. 
Hudson is the immediate past 
chairman of the Manchester Branch 
of ISMA. 


* . * 


D. W. Wood, advertisement repre- 
sentative with Berrows Newspapers, 
Worcester, is to take up an appoint- 
ment with the Sussex Express and 
County Herald in September. 

- * * 


c. Zt export advertising 
manager, County Laboratories Ltd., 
is to be married on August 28 to 
Miss B. M. Gayleard, daughter of 
Se E. C. Gayleard, late of the 

& Herts Regt. 


Hulton appointment 


J. M. (Jack) Slinger, who has been 
with Hulton Press since 1938, has 
been appointed northern circulation 
manager. 

a. * * 


A. J. Warren has joined the 
publicity department of E. K. Cole 
Lid. and is responsible for the 
dealer liaison section. Previously 
he was for over two years assistant 
advertising manager - of Cooper, 
McDougall & Robertson Ltd. He 
has also worked with W. H. 
Gollings & Associates Ltd., and was 
at one time the Hawker Siddeley 
Group’s assistant PRO. 


Advertising by 
TELEVISION 


T.V. COMMERCIALS LIMITED 
35 Portland Place, London,W.1. Telephone: Langham 2000 


Stanley Williams, advertising 
manager of Edward Young & Co. 
Ltd., of London, Liverpool and 
Glasgow, has been elected to council 
of the Corporation of Crosby. 

* * * 

Roger Seddon has been appointed 
assistant press officer for the East 
and West Ridings Region of the 
Central Office of Information at 
Leeds. Before joining the COI, he 
was on the reporting staff of the 
Evening Sentinel, Stoke-on-Trent. 


* * * 


James Bissell, formerly contact 
executive of Simpson Gemmell Ltd., 
Glasgow, has been appointed Scot- 
tish representative of Frank Mason 
& Co., Lid. Before the war he was 
in the Scottish office of T. B. 
Browne, London, which he left to 
join Watson Brown, Glasgow, then 

wn as R. G. Brown. 
* . — 


J. G. Capstaff, head of the ial 
ae neg pee department of the 

stman Kodak Company Research 
Laboratories, has recently retired 
after more than 40 years’ service 
with the company. He was granted 
over 75 patents for inventions cover- 
ing many aspects of photography. 

- * * 


Sam Black, vice-chairman of the 
council of the Institute of Public 
Relations and hon. editor of the 
Institute's Journal, has been 
appointed as the Institute’s repre- 
sentative on the national publicity 
committee of the Royal Society for 
the prevention of Accidents. 


ADVERTISER'S WEEKLY 


RULES APPROVED FOR ADVERTISING 


BENEVOLENT SOCIETY 


Approval has now been re- 
ceiv from the Registrar for 
Friendly Societies in Ireland of 
the rules drafted for the Adver- 
tising Benevolent Society of 
Ireland. 

These will be submitted to a 
general meeting of the members 
on September 28 for formal 
approval before the organisation 
is officially registered as a 
Benevolent Society under the 
Friendly Societies Act. At this 
general meeting a new council, 
auditor, trustees and. fund-raising 
committee will be elected. 


The council 


The acting council which has 
undertaken the preliminary work 
and drafting of the rules during 
the past seven months has been: 

Chairman, Gordon Clark 
(Montford Publications); hon. 
secretary, Denis J. Garvey (Janus 
Ltd.); hon. treasurer, Horace 
Denham (/rish Press); George S. 
Childs (Irish Assurance Co.), 
A. J. Gairn (David Allen & Sons, 
Ltd.), Jim Kane (Sun Advertis- 
ing), William G. King (Inde- 
pendent Newspapers), John 
McConnell (McConnell’s Adver- 
tising Service), Dan Nolan (The 
Kerryman), Michael J. O'Connor 
(Irish Times), R. M. O’ Hanrahan 
(O’Kennedy - Brindley), J. J. 
McCann (Radio Review), F. W. 
Padbury (Padbury Advertising). 


Think you can help? 


The men behind T.V.C. believe that the 


OF IRELAND 


British goods at 


- Canadian exhibition 


Some 500 products selected 
from those which British manu- 
facturers have submitted as suit- 
able for the Canadian market and 
in most cases chosen from Desi 
Review, the Council of Industrial 
Design's illustrated record of 
British goods in current produc- 
tion, . will be shown at the 
Canadian National Exhibition, 
Toronto, which opens next week. 

Neville Ward and Alec Heath 
are again the designers of 
“Modern UK” stand jointly 
staged by the Council and the 
Board of Trade. 


INTERNATIONAL 
CAR RACING 


GOODW OOD—25th SEPT. 
AINTREE — 2nd OCT. 
Magazine Programmes now in 
preparation. For advertising 
space please contact B.A.R.C., 
55, Park Lane, London, W.!. 
(Tel.: GROsvenor 4471-2-3.) 


advertising men and women, who feel 


that they have some special talents to 


with a contribution to make; 
services may be helpful. 


Please write in the first instance. 


fit them for a place in Commercial Tele- 
vision, should have an opportunity of 
being considered for the various posts 
which are being filled. The Managing 
Director will welcome applications and 
will treat them in strict confidence. 
Also, there may well be free-lance people 


their 
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qm. 


cloarly Ue best 


One of the new full-colour show 
cards designed to illustrate items 
from the range of Pyrex Oven-Table 


Glass and Colourware. Agents for 
Pyrex are Stuart Advertising Ltd. 
First powder drive 


Arthur Kaight & Co., Ltd. have 
launched a campaign featuring for 
the first time FEucryl’s denture 
owder. Four-inch singles have 

en booked for the nationals and 
for a wide range of the provincial 
papers, Classifieds are also being 
used. 

By the end of September it is 
ploneed to feature in the campaign 

ucryl’s new denture brush, which 
by then it is hoped will have been 
given widespread distribution, 
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Current Advertising 


Ten Motor Show half-pages 


their advertising plans for the Motor 
Show, this year to be held at Earl's 
Court from October 20 to 30, details 
of some of their campaigns have 
now been released. 

Among those who have an- 
nounced their schedule during the 
Motor Show itself are: 

Austin (a member of the British 

Motor Corporation): two half- 


Wider coverage 
for Granada 


With effect from August 1, the 
agents for the Granada Theatres 
Lid. and Shrewsbury Empires Ltd. 
are White & Carter Ltd. The chain 
covers nearly 60 cinemas. 

Previous advertising has been 
confined to the suburban and pro- 
vincial press. Some Granada 
cinemas have been equipped, how- 
ever, with widescreen Cinemascope 
and stereophonic sound, and plans 
are in hand for the conversion of 
many more. The new agents have 
announced that more widespread 
and intensified campaigns are being 
planned. 


assistant 
account executive 


about 25 years old with agency ex- 
perience. Ready to work hard on a 
batch of interesting accounts. Please 
write giving full details of experience 
and salary required to 


THE GENERAL MANAGER 
Stuart Advertising Agency Ltd. 
37 Park Street WI 


Stuarts 


WANT ANOTHER 


pages in Daily Express and 
Evening Standard; four 14 in. x 
five columns in national dailies 
and Sundays; seven 11 in. triples 
and one 11 in. double in national 
dailies and London _ evenings 
(Agents-——-S. H. Benson Ltd.). 

Morris (B.M.C.): ten half-pages in 
national dailies and London even- 
ings ; two 154 in. x six columns 
and two 11! in. triples (Dorland 
Ady Ltd.). 

Wolseley, Riley and M.G. (all 
B.M.C.): each 8 in. doubles and 
one |! in. triple in national dailies 
and Sundays and London even- 
ings (Agents—Longley & Hoff- 
man, Dixon’s West End 
Ltd. and Saward Baker Ltd. 
respectively) 

Standard, Triumph and Swallow 
Doretti : spaces booked in 
national press and magazines 
(Geo. Cuming & Co., Ltd.). 

Sunbeam-Talbot: current prestige 
advertising to be increased (Erwin 
Wasey & Co.). 


A shot from one of the two one- 
minute colour films made and dis- 
tributed by Pearl & Dean Ltd. for 
Truman's Trubrown Ale. The above 
shot is from “Ale and Hearty,” and 
the other film is called “A Head 


with Trubrown.” Agents for 
Trubrown are Charles Parker & 
Sons, Ltd, 


‘Lamovar’ is 
new brand 


In order to give their rayon fabric, 
Lambspun, the protection of a brand 
name, Armitage and Rigby, of 
Manchester, have registered it with 
the new name of “Lamovar.” 

A direct mail approach has been 
made to stockists throughout 
Britain Their response to t 
branding scheme is being followed 
up by an invitation to participate 
in local paper advertising for 
“Lamovar.”’ 

The consumer advertising cam- 
paign for this fabric starts in the 
women’s magazines in September. 

During the next ew days 
“Lamovar" stockists will receive t 
new sales brochure for another 


Armitage and Rigby fabric, 
“Jersovar.” 
Agents: A. H. Kaowles Ltd. 


(Manchester) 
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Clothing firms 
launch autumn, 
winter drives 


Plans are now being completed 
by many clothing and wool manufac- 
turers for their autumn and Christ- 
mas advertising campaigns. Heavy 
schedules have been announced for 
Gor-Ray skirts, Donbros Scotch 
knitwear, Hellawell's junior range of 
clothing, and Patons and Baldwins 
knitting wools. 

The Patons and Baldwins drive, 
handled by Osborne-Peacock Ltd., 
will be their biggest yet. Trade press 
advertising has announced that a 
new and enlarged edition of the 


Aspro’s TV advisers 


Masius & Fergusson have been 
appointed as television advisers to 
the Aspro group of companies. 

Samson Clark & Co., Ltd., will con- 
tinue to handle the advertising for 
Aspro in all other media. 


firm's Knitting Digest will be offered 
free in their advertisements. 

Colour spaces have been booked 
in Woman, Woman's Own and 
Vogue Knitting Book, and large 
spaces are scheduled for Radio 

imes, Woman's Weekly, and other 
selected journals. The campaign 
opens next month. 

Film and TV stars Muriel Paviow, 
Janet Brown and Patricia Cutts will 
be used to sponsor Donbros knit- 
wear, whose account is handled by 
S. H. Benson Ltd. Quarter pages 
interspersed with larger spaces have 
been booked in leading women's 
magazines, and the Daily Mirror 
and Sunday Graphic will also be 
used, 

Bookings for this campaign have 
already been made for most weeks 
from September right through until 
next March. » 

Full pages in the leading women’s 
and national magazines ve been 
taken for the Gor-Ray skirts cam- 
paign. The leading nationals will 
carry large spaces and _ special 
feature spaces. Agents are Legget 
Nicholson & Partners Ltd. 

The “back-to-school” period has 
been chosen by Hellawell Sportswear 
Ltd. for a campaign for their junior 
range. Agents Heslock Ltd. have 
booked spaces for them in the Dail 
Mirror and Sunday Express, Wife 
and Home, Mother and Home, 
Woman's Weekly, Woman's Pic- 
torial and Home Chat. 


‘Editorials’ — in colour 


Lincolnshire Canneries are to 
launch a new campaign for their 
Lin-Can fruits and vegetables next 
month, using full-colour pages in 
national magazines. Agents are 
F. John Roe Ltd. 

The campaign, based on an edi- 
toriaJ-type layout, is sponsored by 
cookery expert Helen Burke. A 
series of recipe leaflets have been 
prepared and will be offered free to 
readers of the advertisements. 


After 95 years— 


Vulcan Boiler & General Insur- 
ance, Manchester, have appointed 
John Haddon & Co., Ltd., as agents, 
and display advertising will appear 
immediately in top-class newspapers 
and trade and technical journals. 

This is Vulcan's first advertising 
campaign since the firm's founda- 
tion in 1859 
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round the theme “Choose E 


0 for Good” and tyin 
will include half-pages and other large spaces in 1 
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choose EKC 0 for ial 


Poe ” MRSS + 668 Bante 


This Ekco bus-side, now w ty-7z on many London buses, is part of the firm's autumn campaign centred 


Nationals. 


up with the Radio Show at Earls Court. 
Agents are W 


Press advertisin 
Service 


October campaigns for US-style shoes and pens 


New shoe line 
for Brevitt 


Brevitt Shoes Ltd. have launched 
a subsidiary company to be called 
Brevitt-Oomphies Ltd. Object of 
the new firm is to make and market 
American-style Oomphies, a 
women’s leisure shoe, in this coun- 
try. They will be available and will 
be advertised here for the first time 
in October. 

Oomphies are already reported to 
be one of the top-selling shoe lines 
in USA. The British venture is the 
result of a visit to Brevitt in this 
country by Harold Gessner, head of 
Oomphies Inc. in New York, earlier 
this summer. 

Advertising for Oomphies is to be 
handled by Brevitt’s agents, the 
Robert Freeman Co. Full pages 
in colour have been booked for at 
least two of the last three issues 
this year of Vogue, Vanity Fair, and 
Harper's Bazaar. 

In each case, columns have been 
also booked on the page facing the 
colour page giving a list of stockists 
of the new shoe. 

The usual Brevitt free stereo 
service for local dealers will be avail- 
able, with point-of-sale and displa 
materials for displays to tic up wit 
the initial advertising. 


Sheaffer pens to use top-class 


nationals and magazines 


Top-class magazines and news- 
papers will be used in the first-ever 
advertising campaign for Sheaffer's 
pens handled by a British agent, 
which breaks in mid-October. 
Sheaffer are probably the largest 
advertisers of pens in the USA. 

Agents are S. T. Garland Adver- 
tising Ltd.. whose appointment was 
announced earlier this summer. 


Outspan competition 


A half-page in the Daily Express 
next Monday will carry the first 
announcement of a new Outspan 
competition. The ad. will be sup- 
ported by more large spaces in 
national dailies, weeklies and maga- 
zines. Agents are Mather & 
Crowther Ltd. 

Competitors have to place in 
ordgr of merit a number of selling 
qualities of Outspan oranges, and 
Suggest a suitable slogan for them. 
Each entry must be accompanied 
by three wrappers from Outspan or 
any other South African oranges or 
grapefruit. Prizes total £3,000, with 
£500 in bonuses for dealers who 
sell the prize-winners their oranges. 


Official title of the firm is W. A. 
Sheaffer Pen Co. (England) Ltd. 
There are also branches in Canada 
and Australia, in addition to the 
parent US firm. The pens sold 
in this country are imported, but 
will be serviced here 

The advertising will be carried 
in the executive and middle-class 
readership magazines and national 
dailies and weeklies. Large spaces 
will be used. Point-of-sale material 
has been issued to stockists. Trade 
press advertising opens during the 
middle of next month 

Although this is the first time 
that Sheaffer Pens have been adver- 
tised on a large scale in this coun- 
try, the pens have been available— 
although supplies are not unlimited 

for a long while. 

Top-price level of the pens is 
high. The exclusive two-year-old 
Snorkel device is fitted to most of 
their fountain pens, which range 
from £3 7s. 6d. to £9 9%, Sets of 
three—fountain pen, ballpoint and 
propelling pencil—are sold for up 
to £16 19s. 6d. 

Consumer advertising will con- 
tinue until Christmas. Spaces have 
yet to be booked for next year. 


CURRENT ADVERTISING AT 


A GLANCE 


Accounts 


ASPRO GROUP appointed Masius 
& Fergusson as television advisers. 

FOSTER CLARK’S Table Jellies 
and Eiffel Tower Lemonade and 
Orangeade drinks for Greenlys. 


GRANADA THEATRES LTD. 
and Shrewsbury Empires Ltd. for 
White & Carter Lid 

CYCLEMASTER LTD. for James 
A odgson Lid. Campaign 
opens in September, using 
national press and magazines. 

SIR HENRY LUNN, travel agents, 
for Auger & Turner Ltd. Winter 
sports campaign opens in Septem- 
ber, using national press and 
magazines and trade press. 


FREDERICA DRESSES for Pic- 
torial Publicity Lid. Campaign 
opens in September, using 

* national press and fashion maga- 
zines. 

VULCAN BOILER & GENERAL 
INSURANCE LTD., Manchester, 
for John Haddon & Co., Ltd. 
Campaign in top-class papers and 
trade press. 

HARTONS, Installation Engineers, 
for First International Agency. 
Trade press campaign 

HARDY BROS (ALNWICK) LTD. 
for Doig Advertising Lid., with 
effect from November 1, when 
trade press campaign breaks. 


E. FIEHL LTD (public relations 
account) for John Murphy Orga- 
nisation. 


Campaigns 

SHEAFFER PENS, using large 
spaces in top-class nationals and 
magazines from mid-October 
(S. T. Garland Advertising Ltd.). 

PRYCE JONES LTD., mail-order 
business. Extensive national 
campaign, using colour pages in 
women's magazines, large spaces 
in national dailies and Sundays 
(S. C. Peacock Lid.). 

LAMOVAR FABRIC, using direct 
mail and women’s magazines 
(A. H. Knowles Lid.). 

NODDY TOOTHBRUSH, made by 
Halex, using public relations and 
trade press for new product 
Pritchard, Wood & Partners Ltd.). 

PARKRAY FIRES, made by Radia- 
tion, using half- and quarter-pages 
in Picture Post, Illustrated and 
Woman's Own, and trade press 
during late September and early 
October (Pritchard, Wood & Part- 
ners Ltd.). 

OOMPHIES, made by  Brevitt- 
Oomphies Lid., using colour pages 
in (op-class fashion magazines or 
launching in October (The Robert 
Freeman Co., Ltd.). 

WISDOM MOUTHBRUSH, i 
trade press and point-of-sale as 
Walter Thompson Co.). 


LIN-CAN FRUITS & VEGE- 
TABLES, using colour pages in 
national magazines (F. John Roe 
Ltd.). 

DONBROS SCOTCH KNIT- 
WEAR, using women's magazines 
and selected nationals for autumn 
and winter campaign (S. H. Ben- 
son Lid). 


HELLAWELL JUNIOR RANGE, 
using selected nationals a 
women’s magazines for autumn 
campaign (Heslock Lid.) 


GORRAY SKIRTS, using full 
pages in women's and national 
magazines, and large spaces in 
national press for autumn cam- 
paign (Legget Nicholson & Part- 
ners Ltd.). 


PATONS & BALDWINS LTD. 
using Radio Times, and colour 
and large spaces in women’s 
magazines for autumn campaign 
(Osborne-Peacock Ltd.). 


OUTSPAN, using large spaces in 
national press to announce new 
competition (Mather & Crowther 
Ltd.). 


EKCO, using large spaces ir national 
press and bus-sides for autumn 
and Radio Show campaign (Will- 
ing’s Press Service Lid.) 

EUCRYL, using small spaces in 
national and selected provincial 
papers for denture brush and 
powder campaign (Acthur Knight 
& Co., Ltd). 


ADVERTISER'S WEEKLY 


Club News 


Rage 
Second ‘jaunt’ 


Social secretary Charles Hayward 
has announced that the second in 
the Regent Advertising Club’s series 
of “Jaunts to Haunts” will take 
place to-morrow (Friday). It is a 
mystery trip in the “narrow” 
“Jason,” afterwards oe “The 
Spaniards” and the “Old Bull and 
Bush,” 

An all-day outi has been 
arranged for Sunday, August 29, to 
watch the final of the West Sussex 
Polo Cup at Cowdray Park. 


Dublin 


Kileroney outing 


Only problem at the Irish Adver- 
tising-Press Club's outing to Kil- 
croney, County Wicklow, last 
Sunday was one of surplus males; 
72 members and friends turned up, 
with about a dozen more men than 


women. 

Events of the evening included a 
comedy fashion show with Peter 
Owens, Ken Murphy, Geor 
Gaffney and Lochlynn O’Ken 
as the mannequins, with a_com- 
mentary by iss Winnie Stacey. 
Later a treasure hunt was run by 
Albert Price, followed by dancing. 

The committee responsible for 
the organisation was: A. Th 
A. Price, J. Balding, 
Kennedy, K. Murphy, 

P. Glendon, and the ’ 
O'Sullivan (hon, secretary), Eithne 
McBrien (hon. treasurer) and 
Winnie Stacey. 


Football 


Bid to inerease 
league strength 


The London Advertising Football 
League, which has been in existence 
for two seasons, is seeking to expand 
for the coming season. It covers 
printing and publishing houses and 
advertising agencics. 

In addition to the league, a cup 
competition is run and it is hoped 
that several new members will be 
obtained in time for the new season. 

Any company interested should 
contact’ the Lonceney secretary, 
H. W. Pope, at Allardyce Palmer 
Ltd., 109 Kingsway, W.C.2. Present 
members include London Press 
Exchange, Geor Newnes, Allar- 
dyce Palmer, and G, 8. Royds. 


SELLING MACHINES 


“The men who sell our farm 
machinery—both here and abroad 
—should be sales-engineers and not 
just high-pressure salesmen who 
now nothing about the technical 
application of the goods they are 
selling,” states an article in the 
August of Power Farmer. 


MISTAKEN IDENTITY 


In the last Irish Newsletter feature 
(published on August 5) it_ was 
inadvertently stated that the Bird's 
account in Ireland is handled by 
O’Kennedy-Brindley. The account 
is, im fact, with R. Wilson Young, 
who engaged the new compere for 
the Bird's sponsored show-—Joe 
Linnane. 
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Legal & Gazette 
Dispute over 
show literature 


“ A Gilbertian paradox ’ 


* arose when a 


classifica’ 
| charge, ome line plus 9d. 
advertisements 


postage. Series 
ts under seven insertions MUST aE PREPAID. Address “ Advertiser's 
Weekly,”” 180 Fleet Street, London, E.C.4. 


firm of advertising consultants, Gordon | 


Hargrave and Co., Lid., of Gabricls Hill, 
Maidstone, placed a contract with Com- 
mercial Aid Printing Services, Lid., of 

Anne's Court, Dean Street, W |, said 
Judge Blagden when iving reserved judg- 
ment in @ Case at estminster County 


ourt 
Commercial Aid Printing Services 
Ltd. sued Gordon Hargrave and Co., 


Ltd., for £24 6s. for work done, labour 
and materials supplied, and defendants 
counter claimed if 

Judge Blagden said « firm called 
Meadows, who manufactured gear boxes, 
Planned to exhibit their wares at a motor 
show at Glasgow and commissioned 
defendants to obtain suitable literature to 
give away at the show 

* It was the illustration which was the 
cause of all the trouble,”’ declared the 
judge The prints from which it was 
taken, given to plaintifls by defendants, 
were not all to the same scale If the 
interior of the gear box was too clearly 
shown an engineer would we it was 
obsolete, said the judge, adding . ‘' That 
would be as ridiculous as a soldier in 
modern battle dress armed with bow 
and arrows.”’ Plaintiffs set to work and 
produced a proof in good time but owing 
to the materials they were given the 
work was “ quite preposterous.’ A 
director of defendants then had the idea 
of photographing the machinery so that 
shadow would be thrown upon it in 
iMustration. It was original but the result 
was *' quite frightful.”’ 

Time was then very pressing indeed, 
as it was nearing the date of the motor 
show, but by taking that course of having 
photographs done defendants had clearly 
enlarged the time plaintiffs were allowed 
for t job. A day or two before the 
show, plaintiffs produced a second proof 
which was ** considerably less bad than 
the first." The judge was satisfied that 
whatever was said when defendants saw 
the proof it amounted to approval, but 
if that was not so, their disapproval at 
that time would have been unreasonable 


Meanwhile, 100 copies of the leaflet 
were sent to Meadows, who rejected 
them 

Defendants told Meadows that the 


work was us good as could be expected 
in the circumstances, but thereupon they 
refused to pay plaintiffs and contended 
precisely the contrary 


Giving judgment for plaintiffs for 
£24 6s., with costs, Judge Blagden dis 
missed, with costs to plaintiffs, the 
counter claim which was brought by 


defendants on the grounds that Meadows 
had ceased to employ them 


New Companies 


Powell Advertising, Lid., 7/8 Liwe 
Turnstile, W.C.1. Nominal capital 
£1,000. Directors: M. Powell and M 
Powell 


Mathew Crowe Lid, To enter into an 
agreefhent made between Mathew Crosse, 
Athena Crosse, Raymond Duveen and the 
company ; to carry on business of public 
relations consultants and executives, 
advertising agents Nominal capital ; 
£100 Directors : M. Crosse, Athena 
Crome and R. Duveen 

George Weidenfeld & Nicolson aw 
tags) Led., 7 Cork Street, WI 
acquire the whole or any part of Ya 
undertaking of Contact ublications, 
Lid. Nominal capital: £50,000. Sub- 
seribers : Amanda Rimmer and D N 
Caulder 

Nigel Rainbow & Partwers Lid., 115 
Gower Street, W.1 Advertising agents 
and contractors, sales 
journalists inal capital £1,500, 

irectors: N. A. Rainbow and R. A 


Fellows 

>, WH. Whetham & Sons Lid.. 11 Joho 
Street, Bedford Row, W.C.1. Factors of 
general goods, 
advertising merchandise 


Nominal capl- 
tal: £5,000 


Directors: C. H tham. 


Bf. C. Whetham and J. F. Whetham 
(The sbove-mentioned particulars of 


promoters and | 


goodwill gifts and special | 


376 


Ausust 19, 1954 


CLASSIFIED ADVERTISEMENTS 


RATES : APPOINTMENTS VACANT, 3s. 64. 
APPOINTMENTS WANTED, 3s. per line, 35s. 


per display er 


tions, 46. per lime, 45s. 
covering 


CHAacery $844 (Ex. 25). 


APPOINTMENTS VACANT 


t* The engagement of penene, aoswering these advertisements must 


ough a Local Office of the Ministry of Labour or a Employment 

Agency if the a tis a man aged 18-64 inclusive or a woman aged 18-59 inclusive 

unless he or , or the employment, is excevted — the orovisions of the 
Notification of Vacancies Order 1952." 


We want a young man 


adaptions. 
as chasing progress. 


be capable of growing with it. 
according to experience. 


ASSISTANT PRODUCTION MANAGER 
WANTED 

preferably agency trained with a good 
working knowledge of process, type- getting. ty 
He must be capable of handling detail 


He should be sufficiently methodical to run 
an established production control system. 


This agency is growing continuously and the right man should 
Commencing salary £400-£500 p.a, 


Write or phone for appointment to : 
Production Manager, 


JOHN BENINGTON LTD. 


5 New Court, Lincoln’s Inn, W.C.2. 


ography and 
imself as well 


HOLborn 1346. 


YOUNG LADY (18-20) for Studio. 
typist, with knowledge of simple book- 
keeping. Good opportunity for ex- 
perience in new organisation, Write, 


statin 1% experience, wages re- 
pee Reciets, 33 Gt. Titch- 


fleig St 


A Large 
International 
WEST END AGENCY 


requires an assistant to an 
Account Executive. Applicants, 
aged 20-25, whose National Ser- 
vice should be completed, should 
have had approximately 2 years’ 
agency training. Salary accord- 
ing to ability and experience. 

Write, giving details of experience and 

salary required, to 
Box 8420 
Advertiser's Weekly 180 Fleet St EC4 


COPYWRITER required for busy Public 
Relations Office. Must have flair for 
writing interesting copy Have had 
some experience of general store ad- 
vertising, preferably knowledge of Co- 
operative affairs. Replies should state 
full details, age, experience Salary 
£425 per annum. Apply to Staff 
Administration Officer, London Co- 
operative Society Ltd.. 54 Maryland 
Street, Stratford, E.15 

PRODUCTION. Young Production 
Assistant required to work on con- 
sumer and technical accounts. Some 

evious agency experience essential 
rite or ‘phone for appointment 
Crane Publicity Ltd., Quality House, 
Quplity Court, Chancery Lane, W.C.2 
Ancery 5287 


PRODUCTION. Excellent opportunity 
with good prospects for fully experi- 
enced production man to join progres- 
sive agency. Ability to work on own 
initiative essential Five-day week, 
with congenial working conditions 
Please write giving details of experience 
and salary required to Production 
Manager, Rooster Publicity Ltd.. 
Braemar House, Manor Road, Ted- 
dington. Middlesex. 


FULLY EXPERIENCED 
RETOUCHING ARTIST 


We require a capable artist, 
used to handling all types of 
retouching but with emphasis 
on mechanical subjects. Good 
salary and conditions. 


Write or phone for interview 
BATESON & STOTT 


45 St. Paul's Churchyard, E.C.4 
CENtral 2664 


TECHNICAL ARTIST required in old- 
established studio Interesting work 
and permanency for competent man 
Pension and Bonus schemes. se 
write Bateman Artists Ltd. 109 
Kingsway, W.C.2 

SENIOR ESTIMATOR wanted by the 
Exhibition Contracting Department of 
Olympia Age 25-40 Preferably 
with some knowledge of exhibition 
work. Details of age, previous experi- 
ence and salary required, to Chief 
Estimator, Olympia Lid., Kensington, 
W.14. All applications will be deak 
with im the strictest confidence 


LAYOUT ARTIST 
REQUIRED 


Creative ability and good design 
sense, knowledge of typography, 
strong convincing pencil roughs 
for client presentation are essen- 
tial requirements. Good oppor- 
tunity with London Agency. 


Our staff know of this advertisement. 
Write 


ART DIRECTOR, 


Box 8392 
Advertiser's Weekly 180 Fleet St €C4 


LAYOUT 
ARTIST 


Progressive agency offers good oppor- 
tunity for artist with experience and 
ability necessary to work up visuals to 
presentation stage with due regard for 
typographical arrangement. Some 
visualising and finished art would be 
useful and salary will be paid according 
to ability. 

Phone for appointment to 

D. j. MACKRIDGE 

ADVERTISING SERVICE 


Il Aldwych . W.C.2 
TEM 0384 


GENERAL 
ARTISTS 
NOTE 


We are looking for a really 
experienced man. A General 
Artist. Not a Visualiser. Not a 
Designer. A good competent 
General Artist. We will pay 
£1,000 a year, possibly more, 
with long term prospects to 
such agem. He will work in the 
atmosphere of one of London's 
slickest studios, 5-day week. 
First-class conditions. Bonus 
scheme. 


Phone or write for an appointment; 


David Judd Associates Ltd. 
175 Piccadilly, 


London, W.1 
MAY 5560/5162 
All enquiries in strictest 
confidence. 
SALES EXECUTIVE. A progressive 


London company of display and exhi- 
bition contractors have a vacancy for 
a capable representative £500 pa. 
Plus commission is offered to a man 
able to produce results. 
sales personnel are employed, conse- 
quently the applicant should be confi- 
t of having sufficient experience to 
progress his ly from start to finish. 
Apply with full details of experience, 
age, etc to 
Box 8342 Ad. Weekly 180 Fleet St BC4 
TYPOGRAPHER /PRINTERS’ LAY- 
OUTS. Agency experienced man (or 
woman) required Able to prepare 
good type mark-ups and adaptations 
for press, periodicals and brochures 
Good sense of layout essential. "Phone 
for appointment to Crane Publicity 
Ltd.. CHAncery 5287 
CLERICAL ASSISTANT 
Space Buying 
London Agency 


required for 
Department of 

Must have practical 
knowledge of estimate and schedule 
work, recording of media data, etc. 
Write giving full ——_ = age, experi- 
ence and salary expec 
Box 8373 Ad. Weekly, 180 Fleet St BC4 


COPYWRITER 


Small London advertising 


agency requires a young 
man who can write hard- 
selling copy and also use 
imagination. He need not 
have had much previous 
experience but must feel 
that his future is really in 
advertising. 


Box 8364 
Advertiser's Weekly 180 Fleet St €C4 
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CLASSIFIED ADVERTISEMENTS 


APPOINTMENTS VACANT 


Wadham Artists 


require a 


GENERAL ARTIST 


capable of still life and general work of 
highest class. 
Write, Phone or Call 


Wadham Artists, Wardrobe Court, 
146a, Queen Victoria St., E.C.4. City 1144 


BRITISH TRANSPORT COMMISSION | 
require Assistant in the Commercial 


and drive for progressive position in 
Advertisement Division, London. Ex- expanding near ndon 
perience of sales promotion, copy Generous salary for the right man. 
writing, preparation of reports. Clas- rite 


sical education. Arts degree an advan- 


_ Box 8361 Ad. Weekly 180 Pleet St BC4 


tage. Salary range, £757 10s. to £798 | WANTED, BILLPOSTER. Experienced | 
per annum. Medical examination dder man. Young and tidy worker. 
Contributory superannuation scheme Apply Bournemouth Poster Service, — 
Applications within 14 days to Chief Orchard Street. Bournemouth 

of Establishment and Staff, British - 

Transport cae, F py Maryle- 

bone Road, N.W.1. For acknow- 

ledgement, enclose stamped addressed INTERNATIONAL AERADIO LIMITED 
envelope 


has a vacancy for a 
PUBLICITY OFFICER 


His duties will include : press relations, 
the editorship of the house magazine 
and the preparation of publicity and 
advertising material of a general and 
technical nature. Experience in adver- 
tising and aviation journalism essential 
and a technical background in telecom- 
munications is esirable. Salary 
according to ege and experience 
commencing about £850 per annum. 


Please write quoting reference P.O. 
to Personnel Officer, Park 
Street, W.!. 


VACANCY OCCURS FOR 


SENIOR ASSISTANT 
in Advertising Department 
Eventually taking over as mana- 
ger. Applicants must be ac- 
customed press layouts and 
copy, catalogue and literature 
layouts, preferably with line 
drawing experience but not 
essential. Excellent opportunity 
those seeking managerial status. 
Commencing salary £600-£650. 
State age ae full details previous 
experience. 

Howard Clayton-Wright Led., 
Wellesbourne, Warwick 
ARTISTS WANTED for top lettering 

and others with layout or retouching 


PRODUCTION MAN required by West 
End agency. Experience in all phases 
of production work and ability to take 
complete regen for a group of 
accounts essential rite age, experi- 
ence, salary, etc 


Box 8333 Ad. Weekly 180 Pleet St BC4 


ability. S-day week in good studio at | EXPERIENCED LETTERING ARTIST 
above average wages. No inners. | (lady) Ideal working -conditions. 
H. & A. Dix Led., 12 Gt. t London. Write, stating qualifications 
St.. WC2. TEM. 8610 and salary ers 

ASSISTANT SPACE BUYER uired Box 8375 Ad. Weekly 180 Pleet St BC4 | 
by well-known London Rese. Wine ; required, experi- 
giving full details of age, experience | enced in Studio of London A 
and salary ex 


ted to | ing Agency. 
Box 8372 Ad Weekly 180 Fleet St BC4 | 


YOUNG EXECUTIVE 
WANTED 


WE are looking for a young man who has had 
Newspaper or Advertising Agency experience 
of a general nature. We want a man around 25 to 30 
years who has, above all, drive, enthusiasm, determina- 
tion, and a pleasant personality. He will have had a 
good education, and be interested in everything going 
on in the world. He will also have those rare gi 
a nose for news—an eye for craftsmanship—and a 
mouth with which to talk interestingly on most 
subjects, yet keep shut at the right moments, 
The right man will not start at the top with us but 
we ae every opportunity of getting there. He will 
an Executive position on the Agency development 
side with a good deal of client md 
Apply in the first instance by letter marked personal to: 


Don. A. Tibbenham, 


WILLSMORE & TIBBENHAM (NORWICH) LTD., 
Freeman House, London Street, Norwich 
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APPOINTMENTS VACANT 
| 


LAMBE & ROBINSON 


have the following 


VACANCIES 


VISUALISER 


Front rank man: front rank salary, 


TYPOGRAPHER-ADAPTER 


Some agencies seem to think that 
this is a humdrum job worth only a 
humdrum salary. We donot. The 


job is important and will be well 
paid. 


COPY WRITER 


Man or woman. Age limit 35. At 
least 3 years experience essential. 
Unusual opportunity for progress 
and promotion. Good salary. 


TRAINEE COPYWRITER 
Will be taught how to write T.V. 


commercials and film scripts. Uni- 


versity graduate preferred. Age 
limit 25. 


ALL APPLICATIONS 
IN WRITING PLEASE 
State age, experience and 
your present salary. 
Writeto: MANAGING DIRECTOR 


LAMBE & ROBINSON LTD. 
169 Regent Street, London, W.|. 


‘Phone your Classifieds to CHA 8844 (Ex 25) 
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APPOINTMENTS VACANT 


COPY 
WRITER 


to act as right-hand 
man to chief copywriter 
in expanding medium 
sized West End agency 
working on Consumer 
and Technical accounts. 
Very good prospects 
for up-and-coming man 
who is prepared to get 
down to it. Salary 
range £700 to £900 
according toexperience. 


Box 8363 
Advertiser's Weekly 180 Fleet St &C4 


LAYOUT MAN required for organisa- 


tion specialising in architectural and 
building trade accounts. Good design 
and typographical sense essential. 
Should have ability to produce work- 
maniike roughs for anything from 
press advertisements to complete 
catalogues 
Box 8378 Ad. Weekly 180 Fleet St BC4 
ASSISTANT WANTED for head of 
Publicity Department of well-known 
ttery manufacturers. Primary need 
is progress chasing and office manage- 
ment, but scope for some creative 
work Successful applicant will be 
dealing mostly with advertising, but 
“ t, also Randics ve Particulars and 
ry required, 
Box 8371 Ad Weekly 180 Pleet St BC4 


ARTIST 


Good all-rounder. Experi- 
ence in Showcard, Cut-out 
and 3-Dimensional display 
work. 
Preference given to 
one with knowledge 
of construction. 


Required by very old-estab- 
lished West End firm. 


WONDERFUL 
OPPORTUNITY 
FOR 
RIGHT MAN 


Write full details of experi- 
ence, age and approximate 
salary required to :— 

Box 6318 
Advertiser's Weekly 180 Fleet St EC4 
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_ APPOINTMENTS VACANT 


Situations Vacant : * The engagement of persons answering these advertisements must 

be made through a lend Office of the Ministry of Labour or a Scheduled Employment 

Agency if the applicant is a man aged 18-64 inclusive or 2 woman aged 18-59 inclusive 

waless he or she, or the employment, is excepted from the provisions of the 
Notification of Vacancies Order 1952." 


First-class 
Copywriter Executive 
required 


An exceptional opportunity awaits a creative 
Copywriter of first-class experience in a 
leading London Publishing House. The 
position offers a generous salary with excel- 
lent prospects to a man of good education and 
marked ability. Applications will be dealt 
with at high level in strict confidence. Write 
giving full particulars of experience, age, 
salary required, etc., to 


Box 8389 
Advertiser’s Weekly 180 Fleet St EC4 


YOUNG MAN, having completed 
National Service, wanted for produc- 
tion department and studio of card- 
board converters. W.2 district. Some 
knowledge printing and paper. Good 
prospects. Pension scheme. Five-day 
week Salary according to age and 
qualifications Write, stating experi- 
ence and salary required, to 
Box 8412 Ad. Weekly 180 Fleet St BC4 


LEADING WEST END STUDIO has 
vacancies for qualified artists im the 
‘atoning departments: Lettering; Still. 
life (with knowledge of airbrush tech- 
nique); Line and Scraperboard; Shoe 

jalists; Mechanical retouching, 
igure retouching 37}-hr. 5-day 
week, ideal working conditions. "Phone 
or write for appointment to Technical 
Artists Ltd., 104-112 Marylebone 
Lane, London, W.1. WELbeck 6403. 
Appointments arranged evenings or 
Saturdavs 

FEMALE ARTIST required for busy 
Publicity Department. Hand cut stencil 
work of primary importance, line 
illustration and lettering experience 
desirable. Full details of age, experi- 
ence and salary required, to 
Box 8368 Ad. Weekly 180 Fleet St BC4 


KLEBOE LTD 


require first class 
RETOUCHING ARTISTS) 


EXPERIENCED 


ACCOUNTS 


CLERK 
required 


for Advertising Agency. Knowledge 
Agency routine and paying of news- 
paper and blockmakers’ accounts 
essential. This post offers oppor- 
tunity for advancement. 


APPLY 


ideal working conditions, 40 hour 
week. Salary approx. £900. STOWE & BOWDEN LTD. 
™ House, M St., W.C.1 


169 PICCADILLY, W.! 


ARTIST WANTED. Should either be 
very experienced, retouching, design, 


BIRMINGHAM AGENCY requires ex- 


— 


Ausust 19, 1954 


layout, lettering, and maybe run a 
studio, or a younger man with this 


aim 

Box 8379 Ad. Weekly 180 Fleet St BC4 
ORDER CLERK, competent. knowledge 

estg. for Print Agency, EC4 district 

5-day week. Pension scheme. Canteen 

State salary required. Reply to 

Box 8370 Ad. Weekly 180 Peet St BC4 


perienced Copy Detail Clerk Male 


L. Graham-Browne Advertising Ltd. 
335 Moseley Road, Birmingham, 12. 
REPRESENTATIVE, commission basis, 
with connection preferred, for litho, 

letterpress, design and art work 
Box 8376 Ad. Weekly 180 Fleet St BC4 


Wadham Artists 


require a 


RETOUCHER 


of the. very highest standard. 


Write, Phone or Cail 
Wadham Artists, Wardrobe Court, 
146a, Queen Victoria St., E.c.4. City 1144 


or female Apply in writing to | 


| 


CLASSIFIED ADVERTISEMENTS 


SALES 
MANAGER 


Important British Company with 
Branches throughout the U.K. 
selling specialised equipment to 
business, professional firms, needs 
a really capable, experienced and 
industrious Sales Manager. The 
right man must have earned at 
least £2,000 p.a., and must feel 
himself well worth, and capable 
of rising to, £3,000 p.a. 

The man for whom we are 
looking may now be an Assistant 
Sales Manager, whose ambition it 
is to become Sales Manager. He 
need not have technical know- 
ledge of the equipment but must 
have experience in selling and 
advertising speciality articles. 
Would reside London. Reply in 
confidence with full details of 

perience and qualifications to 
* Managing Director.” 


Box 8362 
Advertiser's Weekly 180 Fleet St €C4 


A LONDON Industrial Mail Order 


Company require Catalogue Produc- 
tion man. Large monthly circulation 
Must be knowledgeable on industria! 
merchandise, fully experienced in 
posraphy. layout. copy writing, etc 
rite, stating age, experience and 
salary required, together with eg 
of work (which will be returned), 
Box 8254 Ad. Weekly 180 Fleet St bce 


PRODUCTION ASSISTANT (male or 


female) for Pharmaceutical House. 
Should live in area accessible to Kings- 
ton General production experience, 
block ordering, invoice checking, cost- 

, etc. Write giving full details and 
salary required to Box W. 1009, Had- 
don's, Salisbury Sq., Fleet St., B.C 4. 


Harrods Ltd. have a vacancy 
in their Advertising Dept. for a 


COPYWRITER/ 
VISUALISER 


for Men’s Wear, 
Furnishing 
and Hardwear 


This is an excellent oppor- 
tunity for a keen young man 
or woman, offering scope, an 
interesting variety of work 
and on-the-spot experience of 
retail selling. Only applicants 
with previous experience of a 
similar character will be 
considered. 


Write in first instance in 
confidence to the Staff Manager, 
HARRODS LTD., 
London, $.W.1!, giving details of 
experience and salary required. 


‘Phone your Classifieds to CHA 8844 (Ex 25) 
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379 ADVERTISER'S WEEKLY 


| APPOINTMENTS VACANT | CLASSIFIED ADVERTISEMENTS 
ADVERTISEMENT REPRESENTATIVE 
COPY DETAIL 


25-35) required to assist Advertisement 


anager of small group of Technical 
(male), age 21/23. 


and Trade Journals. Engineering back- 

nd of advantage “Good prospects 

lor the right man. Write giving full 

details of ™. education and previous 
experience, to 

Box 8369 Ad. Weekly 180 Fleet St BC4 


SHORTHAND TYPIST 
required by West End Advertising 
Canersi ledge of Agenc 
G | knowledge y routine 
qussntial. Age 25-30. Write or ‘phone 
for interview. 

gy ke gg LTo 
21a, Sha 


ADVERTISING & MARKETING 


Advertising and Sales Promotion Manager required by Company near London 
manufacturing range of major and nationally advertised brands for the mass 
consumer market, distributed through grocery and similar outlets This is 


“ P z a senior p in the C P ‘s Z and the man appointed wil 
Experience nm this wor k take considerable marketing responeibility. Applicants should have experience 
essential. Knowledge of 


with manufacturer and/or Agency of advertising planning and control, and 
especially of marketing “‘ live" brands—preferably on the mass market. 

Mechanical = Production 

an advantage. Good 


Pension and profit sharing schemes. Replies, which will be treated in con- 
prospects tor right man. 


, W.c2 


FLEET STREET Publishing House re- 
quire Advertisement Space Representa- 
tive for established technical journal. 
Good salary and commission with ex- 
celigent prospects for the right man, 


ry 
fidence, should give details of age, experience, etc., and be addressed to the Temple bar Jeol 


Managing Director. 


Box 8397 
Advertiser's Weekly 180 Fieet Street EC4 


who may have Agency experience. 
Applications, giving a Sunn, oe 28 age, 
PHOTOGRAPHIC EXECUTIVE AP- | LONDON LETTERPRESS Colour and ualifications and positions 
Phone CENtral 5375 (Ext. 13) pees br pee An established com- General Printer requires Represente- Bon 8407 Ad. Weekly 180 Fleet | Si BCs 
mercial photographic organisation in tive with a connection. Every hel 
for appointment. the West End wishes to streamline its iven to build up a good mh, POGRAPHERS 
a and ogy increase lod. plant and good service. Only TY 
e wish, therefore, to appoint one other rep. on staff. Write in full 
a Manager with enough know-how, po ened to a a — Agency, 
. : . rc 
ADrRTNNG Mot cee | Se" erie Se teen's | erat wea worennecs |) Meeeeeeee te 
- : d and expanding basis. The suc- - 
central advertising department in Lon- eer ; staff with previous 
don. Applicants should have thorough cessful applicant wilt have these ADVERTISEMENT REPRESENTATIVE eee 
experience of all branches of adver- qualifications Photographic _ know- iency experience. 
tising gained in a large advertising ledge, business-getting, organising and 


required for selling space in newspapers 
and magazines, Write stating ex- 
perience, salary required, etc. 

Box 8395 
Advertiser's Weekly 180 Fleet St €C4 


agency or commercial advertising de- 
partment. They should be naturally 
interested in mechanical subjects and 
preferably aspire to writing advertising 
copy Age 28-33 Must be capable 
after initial training of working with- 
out constant supervision and be willing 
to carry out short routine visits over- 
seas as required. Salary commensurate 


leadership. This could be a life-time’s 
career for the right man. Prospect of 
directorship when worth has been 
‘oved No investment required 

ull details to 
Box 8399 Ad. Weekly 180 Fleet St BC4 
ASSISTANT PRINT BUYER wanted by 
West End agency. Successful appli- 
cant will be required to order, pro- 


rite, giving details 
of experience, age and 
salary required, to: 
Box 6374 
Advertiser's Weekly 160 Fleet Se &C4 


LETTERING ARTIST with five years’ 


| PUBLIC RELATIONS ASSOCIATES studio ouperjonse required by he eae 
th lificat d ience. and control the delivery af a LTD., 67 Brook Street, London, W.1, | Agency xperience in simple te 
Sention scheme’ Wiebe, Pa 4 ~~ volume of high-class print in all require first-class Secretary /Personal nical line illustration an advantage. 
qualifications and experience, to Box processes. Thorough knowledge of | Assistant for Managing Director, Good 35-hour week. ‘Phone Studio Manager, 
6902, c/o 191 Gresham House, E.C.2. block ordering and general agency pro- prospects of becoming an executive HYD, 9024 
duction practices essential. Write age, 


experience, salary, to 
Box 8334 Ad Weekly 180 Pieet St BC4 


KEY 
CREATIVE 
MAN 


We need another 


Technical Layout 
paste-up man 


A creative Group in the 


Good position. Please write, 
giving full particulars and salary L 2 ib would welcome a 
THE MAN WE WANT must be required. 


a first-class, lively copywriter 
and visualiser. The job he is to 
fill, however, means something 


Roliprint Ltd., 
29 Hatton Wall, E.C.!. 


more than this. We want him 
to be the chief assistant to our 
Creative Director . . . to work 
on accounts calling for all the 
resources of a well-balanced, 
experienced advertising brain 
and a sound design sense. Print, 
display, exhibition stands and 
press advertising will all come 
within his duties, and, if he is 
the man we hope to find, he 
will be given full authority 
and complete freedom to use his 
initiative and sense of responsi- 
bility in this work. Needless to 
say, the salary will be a good one 
and the opportunity for ad- 
vancement with a growing 
agency is great. Write, giving 
age, experience and salary ex- 
pected to 


Box 8391 
Advertiser's Weekly 180 Fleet St EC4 


PRODUCTION, 


EXPERIENCED cory 


Leading West End 
Agency requires assistant experienced 


in production and general administra- 
tion on National Accounts Know- 
ledge of space an advantage Con- 


genial conditions. Canteen available 
Write details of age, experience and 
salary required to 

Box 8401 Ad. Weekly 180 Pleet St BC4 
TYPIST’ 
RELIEF TELEPHONIST wanted (age 
20-30). Advertising experience helpful 
but not essential. Hours, 9.30-5.30 : 

no Saturdays. Good salary Apply 
Miss Usher, Alfred re & Son Lid., 
130 Fleet Street, B.C 


MANCHESTER STUDIO 


REQUIRE 


FULLY EXPERIENCED ARTISTS 
LAYOUT 
AND FINISHED DRAWING 
£550 PER ANNUM 
Box 8433 
Advertiser's Weekly 180 Fleet St EC4 


MARKET RESEARCH. Young man re- 


quired by London company in their 
Marketing and Research Department. 
Some cxperience preferable but not 
essential as full training will be given. 
Good prospects. Only those keenly 
interested in, and wishing to take up 
market research as a career, 

apply. «ving full particulars to 

Box 8290 Ad Weekly 186 Pleet St BC4 


bright visualiser 


This is a smallish Group, handling some large 
accounts. There is a pleasant post here for a 
Visualiser who knows his stuff, and can work 
harmoniously with others. 

Please send relevant details, but not specimens, 


to: 


THE CREATIVE DIRECTOR, 
LONDON PRESS EXCHANGE LTD., 
110 ST. MARTIN'S LANE, WC2 


‘Phone your Classifieds to CHA 8844 (Ex 25) 
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CLASSIFIED ADVERTISEMENTS 


APPOINTMENTS VACANT 


ADVERTISING PRODUCTION. Pro 
duction Assistant required by major 
oll company in their London office 
Applicant must be capabic of asarsting 
knowledgeably with the routine 


tisements and 
matter generally Essential : working 
knowledge of typography and process 
engraving ; proved ability to cope with 
detail, Desirable ; experience in euher 
an advertising agency, 4 commercial 


vertising department or 4 process 
fa nae 24-28 Good salary, 


Pension scheme Write, 


ospects. 
ooies age, qualifications and experi- 
, to Box 6894, c/o 191 Gresham 


| 

} 

flewte. EC2 
C.P.V. | 

want fully trained | 
Copy Detail Staff. 


Aged 25-30. Applicants send 
full particulars to : 


Staff Director, 


Colman Prentis & Varley Ltd 
34, Grosvenor St., London, W.1 


SPACE SALESMAN REQUIRED for 
technical journal, London and Home 
Counties Salary and commission. 
Write full details, salary required, past | 
experience and turnover ’ 

Box 8360 Ad. Weekly 180 Fleet St BC4 


SPACE BUYER requires Secretary. No | 


schedules. Previous experience desir- | 
able, 9,30-5.30. Canteen. Apply in | 
Jolman 


writing to Staff Director, 
Prenus & Variey Lid., 44 Grosvenor 
ae 


Street, London, W 


IDEAS 
AND COPY 


an experienced man who 
can translate merchan- 
dising policy into lively, 
selling advertisements is 
required by an agency in 
London's West End. He 
intelligent 


can rely on 
briefing and full co-opera- 
tion on large consumer and 
small technical accounts. 
Imaginative ideas for all 
media essential. Sound 
copy desirable; if he can 
do reasonable scamps, so 
much the better. Write 


Box 8396 
Advertiser's Weekly 180 Fleet St EC4 


Our staff are aware of this 
advertisement. 


| oy 3 Vacant: “The engagement of 
j sduction of press adver- made through a Local ( 
mechanical pre gg AH printed | Agency if the 


he or . or 


isa man aged 18-64 inclusive or 2 woman 


4 answering these advertisements must 
of the M of Labour or a Scheduled Employment 


aged 18-59 inclusive 
of the 


the ploy . ie from the 
Notification of Vacancies Order 1952.” 


GOWEN & WISEMAN LTD 


require several first-class 
Mechanical Retouchers, 
Lettering and General Artists 


Also vacancies for keen Juniors 
with Art School training. 


Telephone ; CENtral 4867 or write to 
Gowen & Wiseman Ltd., 11, Ludgate Sq., London, E.C.4 


FIRST-CLASS COPYWRITER of wide 


jence with a lively creative adver- 
tising flair required by well-known 
agency to cope with increasing 
national accounts. Considerable op- 
Portunity for the future. Advertiser's 
own staff have been informed. Write 
fully in confidence to 
Box 8405 Ad. Weekly 180 Pleet St EC4 


ADVERTISING DEPARTMENT of 


large S.W. London manufacturers has 
vacanc for versatile, technically 
minded assistant for catalogue, trade 
ad, production, ete San « wet jgaas Ry 
rou layout ability essential. rite, 
stating age, experience and salary re- 
wired, to 

x 8406 Ad. Weekly 180 Fleet Se BC4 


Small West End Agency requires 


YOUNG ARTIST 


to assist Art Director, MUST a 
agen experience, MU ve 
Growiodes of production, MUST be 
capable of producing clean layouts. 
RING PADdington 0073 
for appointment 


ADVERTISING AGENCY. 


THE CHAP WE NEED is perhaps in 


a job and has reached a dead end 
He is a better letterer, designer and 


all-rounder than his firm gives him | 


credit for or the opportunity of prov- 
ing. He can start with us and earn 
as much as his work warrants and 
talents deserve. Write in first 
instance with details of experience and 


range 
Box 8421 Ad. Weekly 180 Fleet St BC4 


FULLY EXPERIENCED  Retouchers 


required for London studio specialis- 
ing in engineering subjects Pirst- 
class work, highest wages 


Box 8280 Ad. Weekly 180 Fleet St BC4 | 


interest . 
Box 7880 Ad. Weekly 180 Pleet St BC4 


Invoice 
Typist/Clerk, good at figures 
5.30. No Saturdays 


ASSISTANT REQUIRED in the Pub- 


licity Department of light engineering 
company. Journalistic experience an 
advantage as duties will include the 
editing of Sales News Bulletins and 
the preparation of releases for tech- 
nical and consumer press. Write, 
giving full particulars and salary re- 
wired, to Personnel Manager, Black 

Decker Ltd., Harmondsworth, 
Middlese « 


SECRETARY /SHORTHAND - TYPIST 


required by progressive Agency in 

vy 2 district. Pive-day week. Hours, 
5.30 

Box 8413 Ad. Weekly 180 Fleet St BC4 


PHOTOGRAPHER. Printer Operator 
required, mainly copy work. Write, 
Strand, 


Laws Publicity Ltd, 15! 
wo 


GENERAL ARTIST. 


PRODUCTION, Man 


9.30- | 
Box 8408 Ad. Weekly 180 Fleet St BC4 | 


25% Commission 
Paid to salesman capable of 
earning £25-30 weekly on wall 
advertisement clocks. 
DERRICK SCOTT & CO., 


39, CRAVEN ROAD, W.2. 
Phone Paddington 1623 


First-rate man 
required, able to design and produce 
roughs and finished drawings of high 
standard for press, leaflets, folders, 
posters, ete. _Apply in first instance 
by letter or "phone for appointment 
to Mr. Gibbs, Maxwell Clarke Ltd., 
nos High Holborn, WC1. CHAncery 
4565 


required for 
West End Agency to handle a number 
of varied accounts. Sound knowledge 
of type faces and blockmaking and 
Grice Agency experience essential. 
rite fully, age, experience and salary 
expected, to 
Box 8410 Ad. Weekly 180 Fleet St BC4 


JUNIOR FEMALE Lettering Artists re- 


quired Excellent =~" for per- 
sons with initiative. Studio situated 
N.W. London Write, stating age. 
experience and ealary required, 

Box 8409 Ad. Weekly 180 Fleet St BC4 


Auoust 19, 1954 


APPOINTMENTS VACANT 


TRAVELLING ADVERTISING ADVISER 


World-wide Organisation with Head Office in London requires 
a live and versatile advertising man preferably not over 28 and prepared 
to spend a considerable part of the year away from the U.K. After 
training in the Organisation's selling policy and methods, he will act 
as Travelling Advertising Adviser to associated companies overseas. 
In this capacity he will have to give practical on-the-spot advice and 
assistance in consumer product advertising. 
well-equipped central advertising department in London, he will be 
expected to make the best use of local resources. Thus he must have 
had basic training and experience in the technical and creative side_of 
advertising and possess the ability to put his ideas on paper. 

The man appointed will join the permanent pensionable staff of the 
Organisation. Write with full details of career to Box B.700, Willing’s 
362, Grays Inn Road, London, W.C.1. 


Although backed by a 


ARTIST 


for 
SOUTH AFRICA 


South Africa’s largest indepen- 
dent advertising agency is 
looking for a first-class creative 
artist, who is equally at home 
with figure and still-life, and 
who can do sound layouts when 
necessary. 

This is an interesting and enjoy- 
able job, in our Cape Town 
studio, and offers pleasant work- 
ing conditions. Five-day week, 
superannuation fund. Passage 
will be paid. 

Initial salary around £1,000 a 
year, with excellent prospects. 


Write, giving full details of pre- 
vious experience, and enciosing 
@ representative selection of 
specimens, including some original 
layouts, to 


P. N. BARRETT 
COMPANY (PTY) LTD. 


GENERAL ARTIST. 


P.C. Box 694 

| CAPE TOWN 
SIGN REPRESENTATIVE wired by 
leading sign company for Kent and 


sex territory. Four-figure income 
well within capacity of energetic man 
with selling experience and drive. Own 
car essential. Write fully, and in con- 
fidence, rh and experience, to 
Box 8417 Ad. Weekly 180 Fleet St BC4 


. Pirst - rate man 
required able to design and produce 
roughs and finished drawings of high 
standard for press, leaflets, folders, 

eters, etc. Apply in first instance 

letter or ‘phone for appointment to 
Mr. Gibbs, Maxwell Clarke Lid., 34-35 
High Holborn, W.C.1. CHAncery 4565. 


ALLARDYCE PALMER require Pro- 


duction Man, age 22-25 years. Excel- 
lent opportunity for advancement. 
Pension scheme Five-day 

Apply. giving full particulars, to 
ck tees Palmer Lid., 109 Kingsway. 


RETOUCHING ARTIST required. a 


experienced in top-class re 
mainly engineering subjects. op 
salary. Hampstead areca. Write 

Box 8416 Ad. Weekly 180 Fleet St EC4 


AN OPPORTUNITY for young man 


with personality and education as 
Assistant Manager. Able to cope with 
correspondence, etc. Apply § ts 
Publications, 46 Watford Way, N t 
Telephone : Hendon 1934/3370/2929 


LAYOUT Artist for established London 


Agency Must be able to produce 
slick pencil layouts for presentation to 
client and be prepared to visualise 
Write fully, 

Box 8411 Ad. Weekly 180 Fleet St BC4 


require the services of 2 first class 
general retouching artist. Apply giving 
full particulars to 
Box 8305 
Advertiser's Weekly 180 Fleet St EC4 


‘Phone your Classifieds to CHA 8844 (Ex 25) 
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Aucust 19, 1954 


APPOINTMENTS VACANT 


SIGN REPRESENTATIVE required by 
leading sign compan for mn 
area. This position 


ers opportunity 


for earnings of £1,000 per annum up- 


wards, and only 
improving this 


those 
figure 


interested in 
need apply 


Write fully, and in confidence, stating 


age and experience, to 


Box 8418 Ad. Weekly 180 Fleet St BC4 
LEADING PUBLISHER requires Classi- 
fied Manager for a group of industrial 


publications Past 


Age 25/30 


experience 
essential 


pane Write 
ving full details of past experience 


salary, to 
Box 8434 Ad. Weekly 180 Fleet St BC4 
LADY SECRETARY required in Pub- 


lishers’ office 
experienced Age about 
in first instance stati 
and salary expected 
ing Co., Falcon House, Dingwall 
Road, Croydon. CROydon 7276 
ASSISTANT REQUIRED for Adver- 
tisement Make-up Department 
important weekly trade journal, 
ferably 


ome Publish- 


pre- 
with experience of handling 
blocks and proofs. Five-day 
Staff canteen, etc 
Box 8403 Ad. Weekly 180 Fleet St BC4 


Must be capable and 
Write 
qualifications 


of 


Apply to | 


ERWIN 
WASEY 


has vacancies for staff with 
previous experience as :— 


1. Detail Service Man 


Genuine promotion pros- 
pects for right man. 


2. Production Assistant 


_. Well-paid responsible posi- 
~ tion for man or woman age 
25-35. 


Please phone for appointment. 


ERWIN WASEY & Co., Ltd. 
Brook House, Park Lane, W.! 
Mayfair 8171 Extension 320 


SECRETARY /SHORTHAND - TYPIST 
required Experienced, efficient and 
able to cope with correspondence. 
Interesting and progressive position for 
reliable worker. Apply age 3 sa 
lications, 46 Watford Way, 
Telephone : Hendon 3370/ 4929) 1954, 

EXPERIENCED VOUCHER CLERK 
(either sex) required by West End 
Sane Five-day week. Write, 

~&- age, experience and salary re- 
pao 


aK $404 “ad. Weekly 180 Fleet St BC4 
SPACE REPRESENTATIVE. A pro- 
gressive post on established technical 
journal. Sole representative London 
and Provinces Salary, commission, 
expenses, superannuation 
Box 8414 Ad. Weekly 180 Fleet St BC4 
PRODUCTION AND LAYOUT MAN 
required by London publishers of tex- 
tile journal. Write, giving full 
details, to 
Box 8415 Ad. Weekly 180 Pleet St BC4 
SECRETARY /SCHEDULE 2 i ad <4 
Media Department 9.30-5 
Saturdays Apply, Media se. 
Clifford Bloxham & Partners Lid.. 
Lion House, Red Lion Street, W.C.1 
TOPLINE KEY ANIMATORS AND 
IN-BETWEENERS required. Apply, 
W. M. Larkins Studio, 51 Charles 
Street, W.1 


Public Relations Division of London 
Agency requires experienced 


Assistant Executive 


Knowledge of Films and T/V useful. 
State Me one, age 
rea Box 8419 
Advertiser's Weekly 180 Fleet St EC4 


| GENTLEMAN, 


CLASSIFIED ADVERTISEMENTS 


FREE LANCE SERVICES 


“Unusual talent for his age’ says Beverley Pick. 


YOUNG ARTIST 


23, trained, naturally gifted but with limited 
commercial experience, seeks London 
appointment as trainee in studio or art 
department where ‘' unusual talent for his 
age "’ can be used for really creative design 
work oe write | 


Box 8398 
Advertiser's Weekly 180 Fleet St EC4 


educated, travelled, 
knowledge fine art; also some adver. 
tising experience, including selling art 
work in London. Fair knowledge lay- 
out, typography, etc., and considerable 
artistic and selling ability. Owns car 
and would be very useful space seller, 
representative or similar with news- 

per, agency or studio 

x 8381 Ad. Weekly 180 Pleet St BC4 


EXPERIENCED 


CREATIVE DESIGNER 
MLS.LA. 
FILMS ~ PUBLISHING ADVERTISING 
at presenc working on part-week 
agency/part-week free lance 
Seeks change on similar arrangement. 


Box 8365 
Advertiser's Weekly 180 Fleet St EC4 


TO WIDEN HIS EXPERIENCE, Adver- 
tiser seeks position with Agency. 
Seven years in display and exhibition 
field, mainly on production, but with 
some design experience 
Box 8425 Ad. Weekly 180 Fleet St BC4 

LADY requires clerical position, agency 

or studio. Six years’ agency experi- 

ence, invoice, typing, space blocks, 
artwork. All-round knowledge agency 
practice. Preferably Fleet Street, Hol- 


born area 
Box 8384 Ad. Weekly 180 Fleet St BC4 | 


PUBLICITY MANAGER 


—seeks change. Age 34. 10 years 
experience, good nae” eae 
ge design, print, silk screen. 
just the man for expanding concern. 


Box 8366 
Advertiser's Weekly 180 Fleet St €C4 


EXECUTIVE (42) of leading provincial 
evening newspaper desires change. 
Fully experienced in advertising (in- 
cluding Promotion display 

ds), and pr 


" 
cw 


Wri 
Box 8383 Ad, Weekly 180 Fleet St BC4 


ADVERTISING MANAGER, energetic 
and enthusiastic, with sound experi- 
ence in all branches, seeks change. 
Reasonable salary but prospects most 


important 
Box 8380 Ad. Weekly 180 Fleet St BC4 


FREE LANCE ARTISTS 
desiring representation 
for 
MAGAZINE ILLUSTRATION 
and 
GENERAL PUBLISHING 


contact 


| THE TUDOR ART AGENCY 


| Furnival Street, E.C.4 
HOLborn 684! 


TELEVISION. Writer offers experience 
all branches TV to advertising agencies 


as adviser/writer/script editor for 
commercial TV Ivan Staff, 1% 
Denman Street, W.1 


STUDIO COROT, of 7 Noel Street, 
W.1, GER. 3758, require Freelance 
furniture artist and artist able to read 
blueprints and draw them into 
Perspective line drawings 


EXPERIENCED ARTIST secks more 


contacts Reasonably priced ideas, 
layouts, artwork, etc ast service 
Box 8385 Ad. Weekly 180 Fleet St BC4 


FREELANCE DRAUGHTSMAN, ex. 
perienced map preparation Write 
sending specimens to 
Box 8386 Ad.Weekly 180 Fleet St BC4 

LAYOUT ARTIST (Ex. Fig.) specialises 
in folders and brochures, seeks com- 


missions. 
Box 8229 Ad. Weekly 180 Pleet St BC4 


uction. Just write to 
x 8247 Ad Weekly 180 Fleet St BC4 
FREELANCE. Drawings executed. 
Technical, mechanical,  ifustrative 


LT, 70 Pillebrook Road, Leytonstone 


MISCELLANEOUS 


PIN-UPS AND COVER GIRLS in stock 
for artists and advertising agents. For 
particulars of studio facilities and of 


mous les, contact 
Philip Gotlop Photogra Led., 
Kensington Church treet, WA 


Tel. : WEStern 4130 


on ape 


Street Square, Sunpiy Areoe Central 7920 


PRINTERS 


SALES — ADVERTISING 


Experienced Representation, Adver- 
tising, Print Buying. One man— 
three functions. Modest budget— 
small! . Ween 
grow together—Iincerested. Write:— 


Box 8367 
Advertiser's Weekly 180 Fleet St EC4 


SERVICE TO PRINT BUYERS ! 
Our facilities in cypesetting, letterpress 
machining, binding and direct mailing. 
will more than recompense your 
interest in sending us an enquiry. 


LINCOLNSHIRE CHRONICLE 
| Printing House, 
Waterside North, Lincoln 
Telephone : Lincoln 666 


YOUNG MAN (28), with a good letter- 
ing and artistic ability pA. a know- 
ledge of advertising, seeks position 

Box 8382 Ad. Weekly 180 Pleet St BC4 
” HAND-PICKED " SE”, ea 


available. The By, % gency, 67 
Wigmore St., UNter 9951/2/3. 


‘ ACCOMMODATION ° 


ADVERTISER OFFERS ROOM, 
desks, telephone, etc., at £125 a year 
inclusive light and heat. Would dese 
costs of additional 


typist. Suitable 
| representative 


8388 ha Weekly 180 Fleet St BC4 
ONE - ROOM SELF - CONTAINED 
OFFICE vacant, opposite House of 
Commons. ‘Phone, lift, all facilities. 
£160 per annum — mornings, 
WHitehall 2925 or 
Box 8427 Ad. Weekly 180 Fleet St BC4 


two 


COLOUR PRINTERS 


with up-to-date Works and 
Machinery (Letterpress) 
welcome enquiries and 
orders for Brochures, 
Catalogues and Monthly 
Periodicals. Write: General 
Manager, Clare, Son & Co. 
Ltd., The Cathedral Press, 
WELLS, Somerset. 


‘Phone your Classifieds to CHA 8844 (Ex 25) 


ADVERTISER'S WEEKLY 


BUSINESS OPPORTUNITIES 


ADVERTISING 
AGENCY 
REQUIRED 


An accredited Advertising 
Agency is required to undertake 
National Press Advertising for 
the Tourist Trade. An allocation 
of approximately £8,000 has 
been made for the 1955 season 
to cover Sunday and Daily 
Nationals, Weekly and Pro- 
vincial, Daily and Evening News- 
papers and Trade and Sporting 
Magazines. 


In addition, the Agency would 
be required to act in a consulta- 
tive capacity in the preparation 
of general promotion matter 
including brochures, publica- 
tions, exhibitions, town shows, 
etc., estimated at £20,000 for 
the season and on which an 
agreed service fee would be paid, 
Applications in first instance 
and in strictest confidence should 
be addressed to :-— 


Box 6390 
Advertiser's Weekly 180 Fleet St EC4 


$$ $$ 

OPPORTUNITY for Commercial Arust 
with emall capital to Mart own studio. 
Box $422 Ad. Weekly 180 Fleet St BC4 

PRINTER wanted (competitive), Sub- 
stantial work waiting. 
Box 8387 Ad. Weekly 180 Pleet St BC4 


Te Agencies preparing for 


SPONSORED TV. 


Studio in Londen, ideal for TV film pro- 
ductions. Projection bex for 16/35 mm. 
films. Seund equipment fer radio pro- 
ductions on tape 

proposals for a b 


" 4 


Box 8394 
Advertiser's Weekly 180 Fleet St EC4 


i 

INDUSTRIAL CONSULTANT (B.Sc. 
A.C.W.A.), making three months! 
tour of Cuba, West Indies and South 


America, will undertake market sur- 
veys @ agency interviews on 
of British exporters. Investigation of 


media, specifically press and radio will 
be undertaken 


Box 8423 Ad 1 Weekly 180 Pleet St BY 


£2000 CAPITAL 
AVAILABLE 


Established Agvartting Fir Firm willing to 
correspondence 


finance New ideas 
treated 
Write to 


Box 8393 
Advortiser's Weekly 180 Fleet St EC4 


SALES AND WANTS 


MULTILITH DUPLICATOR (Mode! 
1250) for sale. Complete with attach. 
ments, practically new. Takes paper 
up to 9) in. «x 14 in., line and half- 
tone illustrations. Colour in sccurate 


586 ation 
Box R241, 110 Old 
Broad Street. London. B.C.2 
A 


iy 
55s. also Coblects ™ 4S. 
” teaenhan drove. Epsom. 


with strictest confidence, 


in 1 ondon 
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ADVERTISCR’S WEEKLY 


Business 
NET 


MONTHLY SALES 
NOW 


13,301 


COPIES 


A.B.C. Certificate 
Jan.-June 1954 


Still the 
paid sale in the 
Top Executive field, 
with the lowest rate 
per thousand copies. 


largest 


Ring Chancery 8844 
for specimen & rates 


Bu 
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Published by the Proprietors, BUSINESS PUBLICATIONS Ltd. 


AuGust 19, 1954 


— STOP PRESS — 


NEW AGENCY 
SET-UP IN 
MANCHESTER 


Managing director of Farmer- 
Herbert Advertising Ltd., J. C. H. 
McMillan, announces that his com- 
pany have acquired entire share 
capital of Howards Press Advertis- 
ing Ltd.. of Manchester and Huil. 

Negotiations for the purchase of 
the company and its associate, the 
Howard Organization, completed 
and arrangements made for transfer 
of all business and staff to Farmer- 
Herbert’s own premises at Gros- 
venor House, Grosvenor Street, 
Manchester. 

In joint policy statement yester- 
day (Wednesday) by Howards 
Press Advertising Ltd. and Farmer- 
Herbert Advertising Ltd. it was 
stated, ““The acquisition of Howards 
Press Advertising Ltd. has been con- 
cluded very amicably and all staff 
have been retained.” 

All Howards’ associates have been 
advised of this development. 

To house new staff re duilding pro 
gramme at Grosvenor Street has 
been put into immediate effect. 

Paul Short, former general man- 
ager of Howards Press Advertising 
Ltd., who had recently set up his 
own public relations company, Pau! 
Short Ltd, with his associate, 
B. Richard Stevens, will be joining 
Farmer-Herbert organisation. Paul 
Short Ltd. will now operate from 
Grosvenor Street, Manchester, and 
be responsible for all press and 
public relations facilities on behalf 
of the organisation’s accounts, as 
well as for other commercial and 
entertainment interests. 


NEW MONTHLY 


New monthly for retail trader, 
“ Retail Display,” is to be published 
from September 15. Aim is to 
improve standard of window and 
counter display and to encourage 
retailers to make best possible use 
of available display space. 

Editor will be Roy Parker, adver- 
tisement manager C. G. Bass and 
circulation and business manager 
D. Barrington-Sayers. It will be 
printed by Precision Press Ltd., of 
Teddington. 


FILLERY CAMPAIGN 


Sales promotion campaign for 
national launching of new Fillery 
combined cleaner-scrubber-polisher, 
made by Fillerys (Great Britain) 
Ltd., breaks to-morrow (Friday) 
with half-page in the “Daily 
Express.” A dealer co-operation 
press scheme is also announced. 
Advertising agents are Saward Baker 
& Co., Ltd 


New promotion folder issued by 
Amalgamated Press announces three 
Autumn special issues of “Popular 
Gardening,” September 25 and 
October 2 and 9. Expected sales of 
each issue are 175,000. Ad. rates 
unchanged. Folder, illustrated by 
colour picture of apples on a 
bough, carries a pocket containing 
August 21 issue of magazine. 


at their office at 180 Pleet Street London, E.C.4 
August 19, 1954 Printed in England by St Clements Press Ltd., Portugal St 


‘EXPRESS’ FEATURES 
AT FOOD FAIR 


Main “Daily Express” attraction 
for visitors to the British Food Fair, 
at Olympia, September 7 to 18, will 
be a large-scale set of the 17th 
century Thames Frost Fair, with 
London Bridge as the background. 
On real ice, a large number of per- 
formers will re-enact the occasion. 

Another “Daily Express” feature 
is to be a _ Restoration-period 
English village. Old rural arts and 
crafts of potters, weavers, seam- 
stresses, wood - turners, basket- 
makers and harnessmakers will be 
demonstrated in authentic costume. 

Third “Daily Express” presenta. 
tion will be “Tiddiers’ Town,” an 
underwater community populated 
by fish. Aquariums will contain 

ially built dels of . 
ops, schools and playgrounds. 


CONTENTS BILLS 


Meeting at which Newsprint 
Rationing Committee will consider 
decision of Ministry of Materials to 
waive ban on printed contents bills 
for weeklies, magazines, etc., fixed 
for August 71. 


S. T. Patwa, proprietor and 
ublisher of two Kenya and one 
ganda newspapers, “ Citizen” and 
“Fast African Star,” Nairobi, and 
“Uganda Mail,” Kampala, is to 
arrive here from Nairobi this week. 
end on short business visit. 


Derrick M. Neiman, formerly 
assistant advertisement manager of 
“What's on in London?” to move 
to the advertisement department of 
the “New Musical Express” on 
Monday. 


To bring “Dance News” into line 
with other periodicals, the format 
has been altered to a 14-in. column 
length. Adjustment alters half- and 
quarter-page rate to £40 and £20. 


At Middlesex Hospital) yesterday 
(Wednesday), Mrs. Nicholson, wife 
of F. A. Nicholson, managing direc- 
tor, Legget Nicholson and Partners 
Ltd., gave birth to her second 
daughter, Mary Jane. Birthday is 
the same as that of the first 
daughter, Nicolette, aged two. 


Camera Talks’ filmstrip, “Care of 
Hair,” produced in co-operation 
with Mayfair specialists and spon- 
sored by Drene shampoo, has been 
distributed to hundreds of girls’ 
schools throughout the country. 


National Magazine Company will 
announce details of a new publica 
tion to-morrow (Friday). 


Two new appointments to the 
advertising organisation in Europe 
of “Visién” and “Visio,” Latin 
American news magazines, have 
been announced. Peter Hart, for- 
merly of “Life-International” and 
“Life en espafol,” becomes assis- 
tant European manager, with his 
headquarters in London, and Igor 
Gordevitch, formerly chief of the 
Washington Bureau of “Visién/ 
Visio,” has opened an advertising 
and editorial office in Bonn, 
Germany. 


(Phone : Chancery 8844.) 


, Kingsway, London, W.C.2. 


Me Se git Ls 
 : : 
ae t+ now TO USE : 
: so a ‘Ss ip alae STANDARD , Coen ee EEE 
es = .. f mETHODS )§6 : 
ee Bus ro cut costs 
"Pit . 3 - er 2 a 
. _< 2 ; —_ a | \ P| : 
— 7 — yi mx e <% ; = 7 r [ i | 2 
a Be gee NNN 
a Rhea? * LOIS oe er  y 3 
a Bis ‘2 > gowns : 
\ é oe ™ 4 =* % ; ’& te + 
ie An / : . ee : * % 
ee 4 4 4 : ; ‘ é : 
ar es ‘ an - * x ” e ‘ow = s x 
ee , > — " = A F 
Be Fa * al ys a So ee ™ 
>A be? . A - 
ager wf 
: Ww : 
ie | =” lilt : 
? i ad , 4 
i q 2 “* +e ‘ I 
qed a 
ae: a a 
oe eee , 
‘ a po 
a 
e — a 
os d 
r 4 . a 
3 = 
i 3 , 
: j e e« @ ——ae 
" , Po : 
a ’ ; 
ae . 
pe 
. 4 
" é of . ‘- 
a es fe a. = ‘ ig e 7 ? a sf Oe. i cn 208 eh ; “a , : 
‘ae rs ; “ fae: = i. ad “g ‘ -_ - EE ee Pe. i ~s mn: ae os. , % ae 5 r F aS 7 =o Ua .:. 
E = ees  Yegeigtase E ; She ae. }: a as: oe Rae ofan ee aa ss ve - 
a, * Hee. 74 Be tats. ape fea a a ae —_ we ‘7 ie: Mus a i 6 ae ae ae M Me ; = heey apes -_ 


